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DISH-A-smatic Electric Sink 

Complete dishwasher unit installed in beautiful! Sink 
cabiner Available with Apex WASTE-A*MAT i Food 
Waste Disposer Sets rid of 8arbage electrically! 


AUTOMartic SELF-CLEANING TUB_No Strainers, no Screens to clean 
water rushes Out with thorough flushing action, 


AY Avtomotic Dish. 


LARGE CAPACITY Automatically does qjj the dishes, glassware, Silver. 
ware in complete Service for 6 to 8 People. Does Pots and Pans, too! 


FORCED-aip DRYING—impelie, fan forces warm air over dishes, leaving 
them dry and Sparkling, 


rental and 
Sell the COMPLETE Dishwasher Line 


Apex &'ves you a Model to Please every Customer — from beautify! 
electric sink to Ro; L*A*Wway model, Apex line also includes custom. 
zed drop-in unit for use in Present kitchen SOunters — perfect Sale 
item for remodelers ~ 6, for custom ‘Nstallation ™ new homes. 


HOUR-SAVING APPLIANCES 


THE APEX ELECTRICAL MANUFACTURING co. - CLEVELAND 10, CHIO 
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GIFT OCCASION! 


Beauty Means Business! Particularly in gift buying. 
Since Westinghouse Electric Housewares are rapidly 
increasing in popularity as gifts, their acknowledged 
beauty will pay off big for you this Fall... where 
it counts most... in your till! 

Westinghouse Appliances are beautifully styled. As 
the Fashion Academy letter said: “Westinghouse 
has elevated these everyday products from utensils 


WESTINGHOUSE ELECTRIC CORPORATION 


F tien 


See TV's New Dramatic Show... 


WESTINGHOUSE “SUMMER THEATRE” . .. Every Week 
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ELECTRIC APPLIANCE DIVISION 


to prized show-off possessions . . . appliances such 
as these contribute high fashion to the home and 
more pleasure to gracious living.” 

Put beauty to work for you. It’s smart and profit- 
able to group these beautiful gift items . . . multiply 
their impact .. . give the gift shopper a chance to 
make a selection. Expose them in a setting of beauty 


and you'll see how “Beauty Makes Business”. 


MANSFIELD, OHIO 
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... with the most dynamic 
ADVERTISING AND SALES 


PROMOTION PROGRAM 
in American Stove History 


HELPS YOU 


BREAK THES 
BOTTLENECK ! 


This fall’s Magic Chef drive concentrates on moving 


Magic Chef, BUT — it also creates extra store traffic 


traffic 


that moves your backlogged inventories. Tie-in with Magic Chef 
and “BREAK THE BOTTLENECK!” Contact your 

Magic Chef salesman today. Build your stock and get those 
promotional aids working. Mister you're going to sell! 
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11 MAGAZINES— 100,000,000 IMPRESSIONS! 
SALES PROMOTION MATERIAL: 
METROPOLITAN MARKET PROMOTIONS: 
FULL COLOR MOVIE AD FILM: 


TELEVISION SPOT ANNOUNCEMENTS: 


EXCL stvt 


where features are SWING OUT 


BROILER 


fe r 
Guarantees smokeless broiling 
Waist-level broiler lifts out for 


easy cleaning, door protects 
against spatters 


the finest 


it's Magic Chef 





EXCLUSIVE 


RED WHEEL 


= 
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se REGULATOR 


Famous the world over for exact 
oven heat control. Assures per- 
fect oven baking for amateurs 
or experts. 


AUGUST, 


LAD 
‘aiCy a 
SG ONE-PIECE 

" TOP BURNER 
An easy cleaning feature every 
woman wants. Burners slip out 
of range in a jiffy for quick 
washing at the sink! 
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Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


The East 





By ROBERT W. ARMSTRONG 


4 ARLY in July eastern dealers 

<4 were making no more money 

although they had been moving 
more merchandise—than they had 
in April and May Ever since the 
end of fair trade the emphasis was 
increasingly on price, until at this 
writing the majority of ads appear- 
ing in metropolitan 
were stressing heavy discounts. The 
net result: more merchandise sold, 
thus relieving topheavy inventories, 
but no more profit. 


newspapers 


Out on Long Island, for example, 
where dealers have long been used 
to the Macy-Gimbel type of battling, 
local newspapers erupted with a 
rash of ads screaming “Panic 
Prices, ‘Action Sale,” “Buy at 
Cost,” “Warehouse Clearance,” etc 
Chis kind of advertising drew people 
into stores, but didn’t make profit- 
able sales One Hempstead mer- 

nt declares that on a recent 

Saturday he did a $10,000 volume 

t only netted enough to cover the 

expenses more months 

he Says, 

“and I'll ready to throw away 
he key to 

New Discount Standard. One 
reat Neck, L étailer frankly 

| -a single 
during the 
adds that 20 
r the standard 
customers want to 
uch better than 25 
ofter 


No Boom in Boston. 
soston area merchants 


radio-TV 


“spotty.” By comparison 


conservative, I 
describe appliance and 
sales as 
with 1949 levels, some days produce 
good business, but no dealers report 
anything like the 1950 post-Korea- 
outbreak boom. One dealer thinks 
that the effect of material restric- 
tions will put more life into sales 
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iter in the year if Regulation W is 
favorably modified. 

Cool weather in Boston's breezy 
Atlantic Coast area has blown away 
many fan, room cooler and refrig- 
erator prospects. Says one big re- 
tailer, “We have to work two or 
three times as hard for a sale as a 
year ago; laundry equipment, how 
ever, moves pretty well.” 

Although TV and radio sales 
are poor generally in eastern Massa- 
chusetts, one small dealer stimulated 
portable radio sales by the simple 
expedient of putting only a few 
models in his show windows, thus 
avoiding any implication that he 
might be overstocked Another out- 
let, a department store, created 
something of a local sensation by 
mailing out to its charge customers 
certificates worth $100 toward the 
purchase of either of two TV sets. 


UHF Pays Off Early. Dealers 
elsewhere in the country can’t do it, 
but up in Bridgeport, which is the 
center of UHF field 
dealers are selling UHF tuner strips 
so that set owners “can see the 
UHF experimental station tonight.” 
They advertise new Zenith sets 
equipped for UHF and in small type 
add that owners of present Zeniths 
can buy the UHF strips for $10 


researcl 


Washington Goes Dry. If there 
is any one appliance setting sales 
records in Washington it is, accord- 
ing to one distributor there, the de- 
humidifier The slightly under $150 
gadget has caught on this city of 
year-round high humidity and is 
going faster than anyone expected 

Air conditioner sales are reported 
favorably by two firms, but most 
other appliances and TV are still 
slow to distributor 
claims that majors under $300 are 
not moving at all, but that sales of 


move One 


higher priced items are “excellent.” 
They have “no inventory on re 
frigerators, ranges and dishwashers 
Small appliances, which dragged in 
April and May, picked up in June.” 
\ retailer also finds a reduction in 
ventories, but finds the going still 
rough. “White goods are not mov 
ing as fast as expected,” he says, 
“and wholesale price cutting is the 
most vicious in the country. The 
trouble is that the average retailer 
can't stand any more inventory 
even at a give-away price.”’ Another 
big retailer finds plenty of whole 
ale price cutting, too—"if you want 
it.’ He 


ally getting better all the way across 


also finds business “gradu- 


the board,” even TV sets, with sales 
divided about 50-50 between new 
and old users. A third big merchant 
agrtes that sales are improving, 
despite heavy inventories, but a de- 
partment store simply says, “Busi- 
ness stinks. We just have to sit and 
sweat it out.” 
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One Cent Sales. Like every other 
metropolitan area, Washington has 
had its rash of price promotions 
For example, late in June Phillip’s 
idvertised a one cent sale, offered 
for one cent extra with the purchase 
of a 17-inch table model TV in the 
$199.95 to $299.95 price range the 
customer's choice of a 14-inch rv, 
a $229.95 six cubic foot refrigerator, 
1 $149.95 wringer washer, a $219.95 
console radio-phonograph, a $99.95 
electric ironer, an $89.95 tank 
cleaner, a $119.95 table model radio- 
phonograph, or a $124.95 portable 
radio. Seven other similar combina- 
tions to choose from, three of them 
built around refrigerators and two 
around washers, were included 


Buffalo Roundup. In contrast to 
the larger metropolitan centers of 
the East, which report fairly heavy 

and tor small freezers, one Buf- 

Y., wholesaler savs that 

larger boxes are preferred in his 

area. He also reports encouragingly 

that (1) white goods sales have 

picked up a little and (2) price cut- 
ting has been held to a minimum 

But a Buffalo dealer paints an 
other picture. “Television is dead 
and white goods have fallen off this 
month (June),” he declares. “Even 
washers, which had been a strong 
spot, are quiet. But we still feel 
that 1951 will finish up as a good 
appliance year.” A_ second dealer 
agrees with the distributor about the 
sales pickup in appliances, but dis- 
agrees on price cutting. It is, he says, 
“rampant on an _ individual deal 
basis.” 


The Midwest 


By TOM F. BLACKBURN 
RA AT. 


EK AST is east, and west is west, 
and ne'er the twain shall meet, 
sang Rudyard Kipling, who was 
probably talking about manufac 
turers and dealers. He could have 
added a third party, the distributor. 

All of this comes to mind after a 
market, when the three groups get 
together and try to divine the others 
minds 


Each is jockeying for an advan- 
tage, and it takes a sea lawyer to 
interpret what the other guy really 
means. For instance, now that the 
Supreme Court has settled the color 
television, why the delay in manu- 
facture? 

William J. Halligan of Hallicratt- 
ers probably laid the finger on the 
delay when he said: “We're afraid 
that tooling to produce a _ color 
wheel may take a lot of money, and 
then CBS or RCA may come out 
with a color tube that will render 
the mechanical apparatus obsolete.” 


Experience. An old timer in the 
appliance business—distributor level 

recently gave this advice to a man 
about to go into a new location. 
“Don't try to tilt windmills with 
discount houses,” he said. “I'll never 
forget how a group of us once shook 
hands on an agreement to stamp 
As rep- 
resentative of the best known line it 
was up to me to call on the price 
cutter first, taking away our goods 
and refusing to sell him further. As 
our truck pulled away, what should 
come rolling up but the truck of a 
competitor distributor, one of the 
guys who had shaken hands on our 
compact. I asked him what gave, 
and he said it was a mistake. After 
some shillyshallying, he, too, pulled 
his goods. He was shocked to see a 
third distributor, also in agreement, 
deliver after him 

“T learned from that deal that the 
pressure of inventory is the deter- 
mining factor in the behavior of all 
distributors. In this appliance busi- 
ness production is the important 
thing. Just who distributes, and 
how, really is secondary ° 

“T don't think manufacturers 
basically care about the retail price 
their products are sold for, provided 
they get the volume. There is very 
little long term thinking in this busi- 
ness and if the discount house 
moves a lot of stuff, he is always 
going to be in the picture 

“Remember, some people want to 
buy on time, and are w illing to pay 
the list price for the privilege 
Others want a soft credit policy, and 


be abl 


out a notorious price cutter 


to return goods if they 
them. Still another group 
cash buying basis, and 
1 the discount it can get. 
It regards a cut price as a big cash 
discount 

“When the whole thing was 
through, I received a spanking from 
my factory, who regarded the dis- 
count house as a valuable outlet, and 
had to go back and make peace with 
it. 


Utility Help. Kansas Gas & Elec- 
tric Company is a utility that is 
offering to help pull dealers out of 
the sales slump. It is offering, free, 

(Continued on next page) 


SR Nr NARNIA Ng Hier 08 











Oslerett, 


This is the miracle mixer that is 

as powerful as it is portable! Actu- 

ally, more power per pound in the 

action of OSTERETT than in any other food mixer 
in the world. Easy to clean...easy to use, and 
how your customers will love its size. 
Fits right into the cup when they mix an egg 
white... mixes cake batter right in the original 
mixing bowl. Convenient, long eight-foot cord 
lets it travel any place in the kitchen. 

light, 
perfectly balanced, fits the natural grip of the hand. 


Stores easily in a drawer. Feather 


Gives luxury big mixer performance 
at low mass-market price. Packs like this in bright 
new display box a all-attached and ready 
to use. An ideal gift *% 
easy profit 


suggestion and 
maker. Complete with cord 
and handy wall bracket, $16.95 retail. 


POWERFULLY POPULAR, TOO: OSTERIZER fi 
the original LIQUEFIER-BLENDER, chromium base, $44.95; 
enamel $39.95. OSTER KNIFE CGAY suarrener double- 


saan) 
\ 


action, sharpens both sides of blade at once, $14.95. OSTER 


7 AIRJET DRYER for the fastidious customer, $19.95. 
OSTER STIMULAX, JR. ha 


R= the family massage instru- 

1e G90 5 y yo j 
ment, $29.50. For professional or heavy-duty 
use OSTER Scientific Massage Modality, $42.50. 

all prices retail; prices subject to change without notice) 

1 LINE OF HIGHEST QUALITY, the Oster electric housewares are 
backed by more than a quarter-century of experience. One year guar- 
antee on all products...with service at Oster’s country-wide, author- 

ed Factory Service Stations. Underwriters’ Approval and backed 
this season by a bigger than ever campaign of national advertising. 


John Oster Mfg. Co.; 
Racine, Wis. 


Electric Housewares in The Pattern of Modern Living 
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to run dealer direct mail literature 
to farmers through its addresso- 
graph, and mail it to rural pros- 
pects. Dealer pays only for postage. 

In the KG&E territory—which is 
predominantly gas—there were 33 
electric clothes dryers sold in April, 
against four gas dryer models 
Chere were 45 dishwashers against 
72 ironers. There were 271 auto- 
atic washers against 333 conven- 
tional 

The backup of appliances has 


led Chicago warehouse space to 


between 95 and 100 percent ot capac 
, Curtis B. Robertson, president 
Associated Warehouses, Inc., 
said recently 
Recent decision by the Supreme 
urt permitting cities to outlaw 
selling efforts, will 
no problem for loca dealers 
give-aways such f 
brush, the measuri 
Che gift presumes an in 
the home, if preceded 
direct mail offer 
There was interest displ: 
the summer NARDA meetit 
Krich-New Jersey televisior 
plan in which the dealer ré 
imbursed to the tune of $50 on the 10 
nch set he takes in; these trades are 
reconditioned for $8.95 each by 
RCA-Victor Service In a Trent 
N. J., test 201 RCA-Victor owners 
vielded 43 immediate sales 


Sales Drop. In , wh 
Dick Coe of U1 -lectri does 
me of the best < yliance sales re- 
porting jobs in the middle west, the 
turndown apparently came in April 
Ranges dropped 
March to 719 in April, refrigerators 
from 6,285 to 4,234, cleaners from 


1,276 to 518—in spite of houseclean- 


from 1,873 in 


ing season. Coffee makers dropped 
from 456 to 325, and roasters from 
391 to 157 

There were increases in some 
items of course, but the plummeting 
of items that should have seasonal 
increases indicates that the public is 
being robbed blind with taxes, and 
the 124% percent increase will hurt 
business still further. 


The South 








By AMASA B. WINDHAM 


FY. Mr. Macy and Mr. Gimbel 
indulged in the fine art of sock- 
ing each other in the nose during 
the month of June, appliance dealers 
down South looked on with mingled 
emotions. They had warehouses 
full of stocks which a good price 
war might readily begin to move, 
but price wars, like blonds, are 
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sometimes unmanageable and al- 
ways unpredictable. 

With one or two exceptions, the 
Southerners remained aloof from the 
entire thing. One dealer in Memphis 
did try to get on the bandwagon, 
but nothing came of it and his 
prices were soon back to normal. 
Whether the price slashing will 
eventually spread to this section is 
uncertain. 

Business volume is still off—but 
not as much as most dealers think 
\ look at sales in the Florida Power 
& Light Co. territory is fairly typi 
cal of deep South states along the 
Gulf Coast Electric range sales 
in this area were off about 11 per 
cent from the similar period of 1950 
and refrigerators were off about 14 
percent, but dishwashers were up 
about 50 percent, disposal units 60 
percent, automatic washers up 20 
percent, ironers up 60 percent, dry 
ers up 70 percent and air-conditior 
ing units up a whopping 85 percent 
Television was off about 800 
for the comparison period but radi 
sales were about even. Obvious! 
this picture is not a gloomy 

Other States Not So Good. 
the mid-South states, however, th 
averages were not as good Ten- 
nessee and Arkansas dealers figured 
drops of from 10 to 30 percent in 
most of the big sellers, although 
there was still a shortage in electric 
water heaters and larger sized home 
freezers 

Nashville, Knoxville, Louisville 
ind Chattanooga all were lagging 
slightly behind last year’s figures as 
the second quarter ended. The west- 
ern Carolinas stood about the same, 
but the eastern parts of these states 
were somewhat better. Business in 
both Charlotte and Raleigh was 
above par 

Reports from the Southwest 
seemed to indicate little if any 
change over last year's figures. 
Houston dealers have held a pretty 
steady course since January 1950. 
Even at the outbreak of the Korean 
war last year, there was no upsurge 
in the sales graph and during the 
first six months of 1951, there has 
been no downsurge. The Houston 
market is in fine shape in almost 
everything except television, which 
has never been as popular here as 
it has in Dallas and Fort Worth. 

As for individual appliances, it was 
air-conditioning which went to town 
during the past 30 days. The mild 
weather which has hung around all 
spring suddenly turned into blazing 
90 degree days topped off with 
an eight-week drought throughout 
most of the southern states. In 
Florida, as pointed out earlier, air 
conditioning sales jumped 85 per- 
cent Alabama, Louisiana and 
Georgia were right up in the van- 
guard too, and it looked like a fine 
summer for heavier sales. 

Electric ranges were the bright 
spot in Arkansas, north Louisiana 
and east Texas Dealers seemed 
finally to have developed the knack 
of selling against the gas hierarchy 
which has dominated this section 
for so long. Fine promotional work 
by several of the utilities account 
mostly for the increase. The 
Arkansas Power & Light Co., for 
example, sailed into its second 

(Continued on page 8) 
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WHAT A DIFFERENCE IT MAKES... When you handle Bendix 
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iT SEEMS THEY ph. ASHDAY FREEDOM” 
ING 
We PUT IN BENDIX __ En AUTOMATIC WASHERS 
m BANKRUPT-CEE: BENDIX DRYER «> BENDIX IRONER 


“\ uESs 
OR SUE FO 











Ne Rete Gate Nate Ty Rats Getter Tee te teteher Ta Satie ented 


Ne ee oe 


——-s — ~~ a ~~ ~~ es 








| WANT TO BUY A WASHER -- 
CAN YOU GIVE ME ANY TIPS 2 





YES--SEE A BENDIX DEALER-- 
SAVE FRUITLESS SHOPPING TRIPS/ 


rz 


OY” THE BENDIX LINE IS WONDERFLY a 
EFFICIENT AND COMPLETE / 





AND EVERY BENDIX. HAS A PRICE 
THAT SIMPLY GANT BE BEAT 


THEY VE TUMBLE - ACTION WASHERS— 
AND AGITATORS, TOO / 





, Ma 
at AND EITHER TYPE SAVES WATER 
aN ON EVERY WASH YOU DO/ 


MA) 
SAY, DON'T FORGET THE DRYER — oh 
IT BLOWS HOT AIR OUTSIDE! . 








ie 


OR THE IRONER -- IT DOES A JOB 
TO MAKE YOU BURST WITH PRIDE! 


agua 25 
TO BANISH WASHDAY TROUBLES -- 

TO SAVE YOURSELF SOME DOUGH 
aa 


—_ 
— ae LOOK FOR A BENDIX DEALERS SIGN-— “L y 
‘CAUSE THAT'S THE PLACE To 6O/ so NEON 

4 yo a 


i 


Tig 
TA mee 
aaa | Bye 


BENDIX Automatic WASHERS @)/° || (@f 
...the brand that built the industry! =... = 


(Suggested Retail Price) 








A complete line—with a great name behind it—with a wide range of 
prices—with a great advertising program—with sound merchandising 
and promotions—with consumer preference built up over 14 years. 
The name Bendix is synonymous with “automatic washer’’—that's 


why it makes such a difference when you handle Bendix! 


BENDIX HOME APPLIANCES — Division Avco Manufacturing Corp., South Bend, Indiana 
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irst look says 


‘BUY ME"! 
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SESSIONS Switch Timers 
especially designed for the 
SYLVANIA Radio Clock. 


The new clock radios with 


custom=-styled 


The split-second reaction after 
the first look can often decide 
whether a sale is made or lost 
... and in clock radios, the clock 
gets the first look! 

That’s why 
styling is so important in helping 
your sales of clock radios. Ses- 
sions Switch Timers blend per- 
fectly with the artistic tone of 
the cabinet 
ness and 


Sessions custom- 


. add a distinctive- 
charm that 
qui i‘ favorable re sponse, 


arouse 


Sessions-equipped clock radios 
have a price advantage over com- 
petition. Dependable Sessions 
movements use fewer parts, cost 
less than other dependable switch 
timers. The savings are passed on 
to you to help your sales. 

Cash in on the Sessions fea- 
tures... handle Sessions- 
equipped clock radios. Ask your 
distributor’s salesman for details. 
The Sessions Clock Co.. Timer 
Div.. Dept. 118, Forestville, Conn, 


essions 


SWITCH TIMERS 
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month of a hard hitting campaign 
on electric ranges and dealers 
throughout that section were still 
cashing in 
Freezer Sales Fine. Home freezer 
sales were better than average al- 
A dealer in New 
“We're really 
selling them this year and ought to 
beat our last year's sales by a good 
\ Memphis dealer said 
he could sell all the home freezers 
he could get particularly the 18% 
ft. models. An Atlanta whole- 
said freezers were very short 
and his dealers were selling all he 
could deliver to them. 


most everywhere 


Orleans declared, 


margin 


tilating fans were just about 

own, selling better in 

some sections than in others, pos- 
sibly due to better selling methods 
Both attic 
and window tans were going at a 
portable, 
pedestal and other type fans lagged 


on the part of dealers 


steady pace, however 


slightly Che sale of electric house- 
vares was off, but dealers declared 
the decline was seasona 

There has been no change in 
ie television situation during the 
month. Most dealers still have an 
inventory glut and are promoting 


fiercely to get rid of the overstock 
All kinds of being 
offered, Atlanta, 
Memphis and Birmingham Only 
New Orleans and Charlotte reported 
better sales in June than in the past 
two months. Developments in the 
color situation which occurred in 
June, have not been felt as yet to 
iny extent, and most dealers do not 
believe it will affect sales in the 
immediate future 

All in all, it is a bit too early to 
evaluate the extent of business down 
South during the first half of 1951, 
but preliminary estimates are that it 
cannot be very much below the 1950 
mark, thanks to a fine first quarter. 


The Far West 


trade-ins are 


particularly in 


By CLOTILDE G. TAYLOR 


“B* rTER than April, but still 
not up to 1950” was the re 
port on May and June business from 
most parts of the West 
Refrigerators are still at the bot- 
tom of the list, but all major appli 
ances and television have been slow. 
Surprisingly, radio sales have out- 
distanced “any year since the war” 
in some localities. Spokane dealers 
report that in spite of the slump, 
1 


total sal 


es of electrical wares in that 
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area for the year through May 
exceed those of the first five months 
of last year by 8 percent. Almost 
everywhere individual stores with 
active promotions report good re.- 
sults. 

Cut price advertising has not done 
the trick. Interesting is the report 
from one dealer near San Francisco 
who ran some “slashed price” ads 
and really cut figures on television 
and major appliances in order to get 
He didn’t 
sell a thing. A week or so later he 
ran a TV promotion with store 
entertainment and a prize drawing 
but no lowering of prices—and 
really sold some sets. In San Diego 
one large department store went to 
town on a major appliance promo- 
tion, with window and store displays 
and demonstrations, including a lot 
of give-aways. Quite a few appli 
ances sold, but only a small propor- 
tion of the visitors signed up for 
the free prizes 

Tepid War. Inevitably the “price 
war” idea has been taken up in vari- 
started almost 
always by some outlet that has a 
record of price cutting 
traded small appliances are the 
major items involved—and these 
have been met, in most instances 
without fanfare, by a few other 
stores in each community The 
majority of dealers have not both 
ered even to meet these cuts. Much 
scarehead advertising has been done 
by a few, but the public has not 
responded with any enthusiasm, 
particularly when they observed that 
most of the price cuts involved 
were manufacturer's reductions pre- 
viously announced The 
affair is dying down in San Fran- 
cisco, Spokane, Portland and sur 
rounding areas. Even Honolulu had 
a short flurry. Report from Phoenix, 
Ariz. is that everything is under 
control and no price cutting ex- 
pected. State Fair Trade and Unfair 
Practices acts might have been 


some needed ready cash. 


ous western cities 


Cuts in fair 


whole 


nvoked in those states possessing 
them, but is was generally accepted 
that they would not be used, as few 
retailers want to undertake proving 
their own injury 

In Los Angeles no price war as 
been featured, but almost 
every variety of price cutting 


been tried in the television field 


such has 


pep up lagging sales—most of them 
with little effect. Auctions, trade-in 
offers, gifts and straight price cuts 
done little to increase sales. 
sets in the lower price level 
(under $200) have been moving 
fairly well, but other items are 
persistently slow This experience 
is undoubtedly behind the announce- 
ment of lower priced lines in cor 
soles as well as table models emanat- 
manufacturers 
The Supreme Court 
color has not been 
popular in the West, which feared 
that confusion would still further 
slow buying. However, the general 
feeling is that any extensive color 
telecasting will be some time in 
coming. Los Angeles dealers have 
been assured that color sets and 
converters will start coming in by 
September and some mention has 
(Continued on page 12) 


ing from western 
Color TV. 


decision on 
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pick Your Own SURE winNER® 


Take a good look at five of the grandest, most successful 
sales-boosters ever offered to clock dealers! All of these 
Sessions Displays have been tested—all of them really 
pull sales. Whatever your clock volume, select one or 
more, and popular Sessions Clocks will help you to quicker 
turn-over, better profits. 


_ FREE DISPLAYS! 








eRe TEAPOT DISPLAY 
ILAPOT 9s Effective 34” x 28” white masonite with 
et fine black border, easel or wall mounting. 
Displays 6 clocks. Deal includes 12 clocks 
and free display. 
Retail Price $59.40* 
Dealer Price 37.44 


» Your Profit $21.96 


¢ 





KITTY-BELLE DISPLAY 


A price-featuring counter display, for 
low-priced, popular alarms. 11” x 12”, 
it displays 1 clock. Deal includes 2 496A 
Kitty-Belle alarms, and 1 496AL with 
luminous hands and numerals, and free 
display. 

Retail Price $14.50° 

Dealer Price 9.13 


> Your Profit $5.37 . SUPER-MARKETER DISPLAY 


Letters are pouring in from dealers everywhere, 
CHEF DISPLAY acclaiming this Sessions Display the finest and 
Sturdy 5-color easel-type display, 1914" most successful ever offered the trade. 
x1314" with simulated kitchen wall back- pier eds dae “ . 
ground. Displays 1 clock. Deal includes A live display in the form of a richly tra- 
3 487W “Pierre” chef clocks, and free ditional New England corner cupboard, built by 
display. g skilled cabinet makers from beautiful knotty 
Reteil Price $14.85 pine—it operates quarter-hour Westminster 
Dealer Price 9.36 aay — d , . 
Chime clocks—it illuminates table models—it 
> Your Prom $5.49 mounts wall clocks. 6’ 6” high, 5’ wide, 1’ 8° 
deep, it displays 28 Sessions Clocks. Deal in- 
cludes 36 clocks, 2 free chimes and self-liquidat- 
OWL DISPLAY ing cupboard. (Send Coupon for complete details), 
Colorful 1214” x 1214” easel-type counter la, Retail Price $350.40* 
display features “Ollie The Owl” alorm. : ae s Dealer Price 240.13 
Displays 1 clock. Deal includes 2 494A ™ 
“Ollie” alarm clocks, and 1 494AL with PY. — > Your Profit $110.27 
luminous hands and numerals, and free . 
display. 














Retail Price $18.85* 
Dealer Price 11.84 


MAIL THIS COUPON TODAY! 


> Your Profit $7.01 , oe 
* 0t Eve ‘ mE EZ a ee ee lUrlUlCUe Ce 
Oo NA pup.e®! 


The Sessi Clock C 
Forestville, Connecticut 
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Please send me all the details, without obligation, on your Sessions Clock Cupboard 


ca 
“Super-Marketer” deal. | understand this to be the equivalent of a handsome free cup- 
Z O Tl S board display, combined with o profitable deal in clocks. 
Name 
SELF-STARTING ELECTRIC CLOCKS 
; Address 

City. 

My Jobber's Nome is. 


Jobber's Address 
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RADIOS-REFRIGERATOR 


RANGES - WASHERS « 
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Norman Home Appliances (left) and Norman Jewelers, Inc., at 6355 S. Halsted St., Chicago. 


washing machine when they 


pick out the wedding ring! 


Norman Kernis took on appliances 
to boost his jewelry store volume. 
Now his sideline has become 

a $300,000 operation... 


ITHIN A FEW Doors of where he first worked 
\W as an errand boy, Norman kernis now 
owns and operates two of the most successful 
retail stores on Chicago's south side— Norman 
Hlome Appliances and Norman Jewelers. Inc., 
6355 S. Halsted St 
This is the story of how he entered the appli- 
ince business as an afterthought and built a 
volume that exceeds $300,000 a year 
L-xcept for one year, Norman Kernis has been 
connected with retail selling in Chicago prac- 
tically all of his life 


ware store 


His father owned a hard- 
During his high school days, Nor- 
man went to school in morning hours and ran 
errands for a jewelry store in the afternoons 

\ one-year interlude in pre-medical school at 
the University of Hlinois convinced him that he 
would be happier as a retailer. So he came home 
and took a job with the same jewelry store 

He was made store manager in 1931, but his 


ambition was to own a store. In 1939, he finally 
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took the plunge. 

Joined by his brother Irving, an optometrist, 
Norman opened for business at the same loca- 
tion which the store occupies today. 


Stocks appliances to hold customers 
During the war, Norman hit on the idea that 
put him in the appliance business. ‘A big part 
of our jewelry business is the sale of engagement 
and wedding rings.” he said. “But after a cus- 
tomer buys a wedding ring and gets married, 
there comes a period of heavy spending on 
necessities for the home. As a result, we used to 
lose contact with many of our customers. 
“The foundation of the jewelry business is the 
customer's faith in the merchant. Once you've 
established that faith, you've got something too 
valuable to lose. | got to thinking there must be 
a way to keep in touch with these customers 
during that period when they might drift away. 
“Appliances looked like the answer. Like 
(Advertisement) 
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wedding rings, appliances represent a sizable 
investment to most of our customers. I figured 
we had a ready-made source of prospects for 
everything from toasters to television sets. 

“So we went after the franchises. We have a 
good traffic location and that helped us get the 
well-known 1916, we leased the 
building next door for the appliance store. That 
increased our floor space from 16 ft. by 110 ft. 
to 50 ft. by 110 ft. 

“Although we designed the front to look like 
one store, the only connection between the ap- 


brands. In 


pliance store and the jewelry store is an open- 
ing just inside the doors.” 


Sideline grows fast 


Norman’s unusual combination clicked from 
the start. Once the early post-war shortages 
were past, the appliance operation made fast 
progress. Today, it occupies the larger of Nor- 
man’s two stores. 

In his large show room, he displays washing 
machines, ranges, television sets and related 
merchandise with an eye to beauty character- 
istic of a jeweler. The attractive surroundings 
make an effective lure to window shoppers as 
well as to customers in the jewelry store. 

“Each store benefits the other,”’ Norman said. 
“Appliance customers make their payments in 
an office at the rear of the jewelry store. To 
get there, they must pass our jewelry displays. 
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“On the other hand, we sell appliances to a 
good percentage of our jewelry customers. We've 
also developed another tie-up between the two 
stores. Sometimes a prospect who is shopping 
for a gift in the jewelry store doesn’t find what 
he wants. Our salesman will suggest that he 
look over the housewares display in the appli- 
ance store. Here the appliance salesman picks 
up the ball. Our free gift-wrapping service in 
housewares helps us close many sales of this kind. 


Customer satisfaction first 

“We try to make every customer a regular cus- 
tomer.” says Norman. “When you look around 
the store and talk to the salesman, you begin 
to see how everything is built around this aim.” 

The variety of merchandise you can buy at 
Norman’s is part of the program. In addition 
to the regular lines of appliances and _ elec- 
tronics, you can buy a sewing machine, a type- 
writer, a selection of labor-saving gadgets for 
the home, or even a matched set of luggage. 

Salesmen at Norman’s carry out the cus- 
tomer-satisfaction idea to the extreme. If Nor- 
man’s doesn’t carry the item the customer 
wants, the salesman makes it his business to 
find out where the item can be obtained. 

An example will make this clear. A few years 
ago. a customer wanted to buy a cremation urn 
to be sent to his family in Europe after his 
death. Not knowing where to buy it, he asked 
Norman to get it for him. This request re- 
quired extra time and effort, but as usual, the 


customer was not disappointed, 


Advertising brings ’em in 

Due to space limitations, the store’s service de- 
partment is small. Because of this Norman has 
service arrangements with his suppliers. Al- 
though the three men in the department take 
care of all radio and some television service, 
they are mostly trouble-shooters. 

“Nly service men keep tab on every service 
job.” Norman explains. “We have the work 
done by experts, so most of the time every- 
thing runs smoothly. But in an emergency or 
in any case where fast or personal service is re- 
quired, my men are on the job. They also make 
regular calls to see that the items we sell are 
giving satisfactory service. 

“Except for home demonstrations, which we 
give on request, our four salesmen do no out- 
side selling. Being in the heart of the 63rd and 
Halsted shopping district—which I believe is 
the busiest shopping center in Chicago out- 
side the loop—we get a lot of business through 
attractive window displays. But our main source 
of new business is advertising. 

“We do some direct mail advertising, sponsor 
two bowling teams, and put on occasional cook- 
ing schools in co-operation with nearby churches. 
With those exceptions, all of our advertising 
money goes into the newspaper. My experience 
has been that newspaper advertising is the 
backbone of any money-making retail store.” 


Neighborhood ads in metropolitan 
newspaper 
While Norman places some newspaper ads in- 
dividually, he co-operates heavily with his sup- 
pliers and other dealers under the Chicago 
Tribune's Selective Area advertising plan. 
“Our Selective Area ads give us big space ad- 
yertising at low cost,” he said. “I think they 
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“Newspaper advertising is the backbone of any money-making retail store," says Norman (right), looking over a Selective 


are particularly valuable in identifying our 
store as the place to buy well-known brands. 
Most of the big-name manufacturers use Selec- 
tive Area advertising. 

“Recently, we participated in an ad of this 
type on Westinghouse portable sewing ma- 
chines. We sold all we had in stock the first day, 
and took many orders for future delivery. 


Ads are stoppers 

“L heard a fellow make a talk the other day 
that started me to thinking how Selective Area 
advertising works. He said, ‘Suppose you could 
have no window display or sign on your store, 
but you could have a man standing out in front 
to attract attention. If you could have either a 
famous movie star or an unknown, which would 
you choose?’ Naturally, anyone would choose 
the movie star. 

“The same principle can be applied to Selec- 
tive Area advertising. It gives us more for our 
money because the ads are stoppers, and they 
link our store with the big names that mean 
quality to the public. The ads tell the people 
what to buy, and our participations tell them 
where to buy it.” 


Area ad with Bill Davis, Chicago Tribune advertising staff 


* * * 
VANUFACTURERS: Your advertising sells 
your product most effectively when it lines up the 
dealers solidly for your line. 

Under the Selective Area plan, the dealer gives 
your line special allention because he can see the 
results of your advertising in his own store. This 
is the kind of advertising he appreciates. He gets 
retail-store-lype copy over his own name in Chi- 
cago’s No. 1 hardlines medium, reaching the 
prospects best able to trade with him. And yet the 
entire program is faclory-supervised and agency- 
placed. 

So productive is the plan that dealers, distrib- 
utors and manufacturers already have used more 
than $1,500,000 worth of Selective Area advertis- 
ing in the appliance field alone. More than half 
of the appliance dealers in Chicago and suburbs 
have made il a part of their promotion programs. 

The Selective 
closely co-ordinaled selling program you need to- 
day. It can help you build the consumer franchise 
you want in Chicago’s multi-billion dollar market. 


trea plan makes possible the 


Ask your Chicago Tribune representative for 
complete information. 


Chicago Uribune 


THE WORLD'S 


GREATEST NEWSPAPER 


Chicago Tribune Representatives: 


Chicago New York Detroit 
A. W. Dreier, E. P. Struhsacker, W. E. Bates, 
1333 Tribune Tower 220 E. 42nd St. 


Penobscot Bidg. 


San Francisco 
Fitzpatrick & Chamberlin, 
155 Montgomery St. 


Los Angeles 
Fitzpatrick & Chamburlin, 
1127 Wilshire Bivd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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This Little Box Helps 
sell the Big Ones! 


FROSTOFOLD - Frozen 


Food Containers . . tried and 
proven freezer selling tools 
-and extra traffic builders 


Prelined Frostofold Pint and Quart Containers provide the quickest, easiest, 
most efficient way to home package foods for freezing. That's why 
Frostofold is approved by Good Housekeeping—highly recommended by 
leading home economists and freezer manufacturers — preferred by millions 
of consumers!... And that’s why it has proved to be such a practical freezer 
selling tool! 


Frostofold combines a sturdy outer container, for mechanical protection, 
with a built in inner liner, to scientifically protect all kinds of frozen foods 
- also, pre-cooked foods of every type. Its rectangular shape saves freezer 
space, makes storing simpler. Let Frostofold help you show customers how 
easy it is to home package foods properly for the most efficient use of the 
freezer you sell! 


Frostofold gives you a big extra plus in profits and store traffic by bring- 
ing women back regularly for repeat purchases of Frostofold packaging 
supplies. The full line of Frostofold materials also includes: A Complete 
Food Packaging Kit, Pint and Quart Polyethylene Bags; 6-lb. Poultry Bags 
and Stockinette. Order nationally advertised, consumer-preferred Frostofold 
materials now—through leading appliance distributors—or direct from 
The Interstate Folding Box Company ® Middletown, Ohio 


THE INTERSTATE FOLDING BOX COMPANY 
Middletown, Ohio 
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been made of the start of color 
telecasts within six months. It is 
that the majority of good 
will still be lack and 
white for some time to come, how- 
ever—and 


distributors 


obvious 
programs 
dealers are urged by 
that 
present purchases will remain good. 
lrade-ins of small-tube 
already beginning to appear in Los 
Angeles. The TV committee of the 
PCEA suggests that these be dis- 
couraged and the owner instead be 
urged to make his a two-set home, 
with equipment available for both 
children and grown-ups, or for 
and living Other 
areas in the West not yet 
reached this stage 

Although college football on the 
Coast has not 


to assure buyers 


sets are 


bedroom room 


have 


yet given 
the fall games, the 
classic 


its consent 
to telecasts of 
Bowl 


it to be 


Rose on January first 
fact, it is 


reported that the prospect of obtain- 


televised. In 


ing about a quarter of a million for 
['V rights was what finally decided 
the Pacific and the 
Big Ten to continued 


Coast League 
consent to 
pation it , nt 
Vision survey 
owners were 
would 


event on a 


yt they 
lajJOT 
( the | 
they would ps $1 for 
V reception of 


movies in the 


first 
home, 58 per 


replied “yes”, 6 percent were 
only 36 per- 


interested. 


non-committal, while 


cent said they were not 
Refrigerator Slump. 
f the West, 


tish ( 


In all parts 
with the exception of 
olumbia, refrigerators have 
sales 


veen at the bottom of the list, 


cases being as much as one 


year. An 


situation 


in some 


third below those of last 


nteresting study of the 
was made recently by the 
ontact department of the 


Texa Phe 


dealer 
utility in 
show 


El Paso, records 


it dealers 


ld 4,128 
iths of 


reporting in this area 
refrigerators in the first 
1950, and only 2,779 
period of this 


were 


the same year 
teen salesmanagers 
including 


furniture 


que- 
department 


four 


two 
seven stores, 
res and five specialty appli 


Chev revealed 


le now 
called 


were 


report 

involve 

res said 60 

tores 36 percent; 
New homes 
percent of the 
reporting 14 
cus- 

27 percent. 
wanted by 42 
percent of the purchasers, 15 percent 
ial”, 30 percent deluxe 
door Fight 


carried one line only, one 


percent of their sales to such 
tomers, other 
1 
i 


stores 
Standard model 


eis wert 


were 
and 13 


dealers 


“spec 


percent two 


AUGUST, 


ONTINUED FROM PAGE 8 





The others were 
Only one dealer used 
less advertising than last year, while 
thirteen stores said their advertising 
was from 50 to 100 percent above 
that 1950. Here are the 
explanation for their present sales 
position given by the dealers them 


dealer four lines. 
in between. 


used in 


selves 

blamed Regulation \W 

blamed overselling of 
the market in July and August 
last year 

Nine 


prices 


>ixteen 
Eleven 


said other dealers cut 

Eight said other dealers allowed 
too trade-ins 

Six said distributors were sell- 
ing to retail customers 

Four blamed the cost of 
living have no 
money left 
lhree other 


much on 
| 


high 
customers 
said lealers gave 
discounts 
lwo said 
should be 


Fight believed in more 


refrigerator 
lower 


prices 


adver- 
tising 
One said his results were due to 
individual effort and 
work 

It may be mentioned that the last 
dealer showed an increase this year 
last 


more 


more outside 


over 


“Full Freezer” Snag. The “full 
under which freezer 
and food were sold on one contract 
has struck a Regulation W snag and 
both banks and finance 
are hesitating to take accounts either 
1 single contract, or 
written for the food. 
In general, credit has been 
stiff and dealers have been exercis- 
ing care both in granting credit and 
in following up accounts. Shifting 
employment and a trek of population 


freezer” plan 


companies 
on the basis of 
a separate one 
fairly 


to what are expected to be defense 
program centers tend to make skip 
accounts more frequent 


No-Canvass Ruling. The support 
of the Court given to no- 
canvass laws has not brought much 
reaction Several 
communities have such laws (Chey- 
enne, Wyo. Glendale and San 
Marino Calif. among them), but 
they have not been stringently en- 
forced There has indeed been but 
little cold canvassing done anywhere 


since the war. Con 


Supreme 


from this area 


iplaint where it 
does come is seldom from the house- 
! rather from 


ave heard of 


wife approached, but 


1950 Comparisons Invalid. It must 
kept 


srsary ft the 


in mind that along with the 
invasion 
last 
compare 
rds of July and 
1950 


Korean 
he anniversary of 
buying To 

sale S rece 
those of would be 

ingless. More significant is the 


listortion of the seasonal 
curve which this year showed an 
unprecedented drop in Apri 


Summer is usually a 


selling 


most 


items 
high point for refrigerator selling 
will now begin 
Incidentally, re 
Columbia show 
month there 
including 


a delayed reac- 
difference in 


perhaps the curve 


to pick up a bit 

ports from British 
that April was a high 
on most major items, 
Just 


tion, or a signincant 


retrigerators 


the Canadian market 
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NOW! KEEP AHEAD WITH 
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NEW! 
MURRAY 


GAS RANGES! 1. help you keep abead in the ap- ELECTRIC RANGES! Like the gas ranges, these 
pliance field! new beauties (8 in all) are available in 40”, 36”, and 20” widths 


to fit most any plan . . . suit most any budget! Easiest to sell! 
Your customers will want Murray’s.. . 


a 
Pe, 


* Titanium porcelain enameled — acid and stain resistant! 
* One-piece tops, with divided or grouped burners; easy-to- 


clean seamless burner bowls and waterfall front. % Color-control heat tuning! For each 7-heat surface unit 
High, smokeless broiler that swings out for extra-con- there’s a series of pushbuttons colored from deep red (hot) 
venience! to light pink (simmer)! 


Extra-large ovens, porcelain enameled, easily cleaned *& Indicator lights show when each surface, broiler, and bak- 
rounded corners. Full-view, non-fogging window! ing unit is on. 


Robertshaw precision thermostat. Cooking and oven timer * Interval timer with bell provides up to 60 minutes timing. 


— 4-hour unit built into kitchen clock! * Clock with automatic oven timer also times appliance out- 
All 6 models can use any type gas supply. let and deep well cooker. 


Long-life welded frames; rigid drawers glide on silent %& Warming compartment and silent storage drawer! And all 
nylon rollers! ranges are Fiberglas insulated for full economy. 


Ni uU BS ee oe, Y doors for silent action . . . concealed vision for fluorescent lighting under all 


CABINETS AND SINKS! With the hand grips for easy cleaning, smart wall cabinets! Popular-sized sinks avail- 
very latest Murray features, including: styling . . . strong, semi-invisible hinges able with most any combination of 
brass-runner drawers, sound-insulated . . . durable Vinyl plastic tops... pro- | drainboards and sumps! 


MU HR HR 


THE MURRAY CORPORATION OF AMERICA + HOME APPLIANCE DIVISION + SCRANTON 2, PA. 
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PRE-SELLING FOR YOU 


FAMILY CIRCLE 
WOMAN'S DAY 


AMERICAN HOME 
MODERN ROMANCES 
HOUSEHOLD HOLLAND'S 

PARENTS’ SUNSET 

CHRISTIAN SCIENCE MONITOR 


plus 21 State Farm Papers blankefing the rural market. 








¥ 


eyazey: buying a washer, here are some good 


questions fo ask How cle 


How t wash? 


ECONOMIC CURRENTS 


The Outlook for Metal Supplies 


By the McGraw-Hill Dept. of Economics 


HE scramble for metals reached 

some sort of climax in June 

when General Motors, up to 
now a highly successful scrambler, an- 
nounced that it would soon have to 
stop making cars for a few days for 
lack of steel The not-so-successful 
scramblers—and they include a lot of 
people who make essential tools for de- 
fense production, as well as automo- 
biles and egg-beaters—have been be- 
devilled by metal shortages for months. 
For many of them, the shortages have 
meant unbalanced inventories, inter- 
rupted production, and severe financial 
strain. 

Most of these companies will wel- 
come the Controlled Materials Plan 
which started operating on July 1. 
Companies coming under the plan get 
definite allocations of steel, copper and 
aluminum. More and more industries 
are trying to get under the allocations 
plan. 

But allocations may not be the right 
answer for everyone. In the not-too- 
long run, many firms will be better off 
in a free market. 

CMP was originally scheduled to 
handle metal shortages by allocating— 
rationing—metals to defense industries 
and the first tier of defense-supporting 
industries 

But CMP has broadened out rapidly. 
Now NPA is reported ready to include 
the whole metal-using economy under 
CMP if the makers of autos and other 
non-essential products find the short- 

. el is getting worse 

to broaden controls re- 

s of many non-munitions 

hat the only way to stay in 

have their materials allo 

» fears are natural, but they 
justified 


um is not goir 
ge quantities of steel 


* requires 
for very 
um and for virtually 
ipply of certain rar 
cobalt and colum- 
ways can be found to pro- 
] 


ae | 
St civilian good 


s without these 
ra-scarce materials 

In general, steel, copper and alumi 
num remain the limiting factors on 
production. And the best available fig- 
ures indicate that these metals will be 
in better supply within a year. 

There is no escaping the fact that 
the key metals will be in very short 
supply for the next six to nine months. 
This is the period in which the largest 
part of the industrial expansion needed 
to support defense production must be 
completed. And it is also the period 
in which military requirements will 
reach a peak. But this is a peak, and 
a temporary one. It may be passed 
before a broader allocations scheme 
could be made effective. 

Here is the picture, as we see it, on 
the three major metals: steel, copper 


and aluminum. The figures change 
fast, and we can’t guarantee ary partic- 


ular digit. But the general trends of 
supply and demand seem cleat 


Steel 


The most important fact about steel 
is that production is increasing—fast. 
A year ago the annual rate of output 
was 98 million ingot tons. Now it’s 
108 million tons, with 115 million tons 
projected for the middle of 1952 and 
120 million for 1953. 

\ year ago, production of finished 
steel—plates, shapes, bars, etc.—was 
74 million tons. It’s close to 80 million 
tons per year now, and headed for 83 
million tons or more by mid-1952. 

These figures indicate that within a 
year steel will be getting easier. Here’s 
why: 

1) An increase of 4 or 5 million tons 
in finished steel production will about 
handle the increase in strictly military 
demand for steel over the next year, if 
the Pentagon sticks to its present pro- 
gram. Recently, the use of steel in 
munitions had run about 7% of the 
total or about 6 million tons of finished 
steel. Although the figure may go as 
high as 14 million tons toward the end 
of 1951, it will quickly taper off and 
is unlikely to be more than 12 million 
tons at mid-1952. Then the increase 
over recent requirements will be about 
6 million tons, very little more than the 
prospective increase in production. 

2) Steel requirements for ‘defense- 
supporting” capital goods will ez 
dently drop a little by mid-1952 

“defense-supporting” 
ns with actual defense prior- 


includes 


freight cars, oil field e 
er generators, etc. 
Chese programs, plus 
quirements, are scheduled to tak 
to 40% of the steel supply at the | 


of the defense program, early 


But the steel companies already 

DO order for over 40% of finished 
output. The big needs for steel 

in defense supporting activiti 

now and in the months just 

These needs will decline before 1 

tions output reaches its peak 

3) A great deal of steel is now going 

into inventories. This is “build-up” 

steel—the stocks which new defense 

plants must accumulate before they 

start production. Now, and in the next 

few months, this inventory demand 

may be as great as the amount actually 

needed for military production 

Inventory demand, in both military 
and supporting industries, is still influ- 
enced by scare buying, over-estimates 
of needs, and inability to get inven- 
tories balanced. 

The Controlled Materials Pian will 
cut down this over-buying. CMP will 
cover the defense industries which are 
clamoring for more steel. It will re- 
quire purchasing according to more 
realistic schedules, and it will enforce 
stricter inventory control—once the 
plan becomes fully operative. This 


(Continued on page 16) 
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TAKE BIG-TICKET PROFIT ON NEW 





50 & 100 LB, SIZES OF ead 


Now! Big ticket detergent sales 
to automatic washer owners with 


THE Gmolete 


DETERGENT 


eerree wesuiTs 


WE vERY wasner 
7 


4 v Fon 
CONTROLLED SUDSING ESPECIAL “4 
AUTOMATIC Clnihes ANG Dek WASHE 

ane 


. 
DETERGENTS, INC- 


CoLumeus. one 





“~o 
” 


= Guaranteed by © 
Good Housekeeping 


, ws 
45 apyeanstd 


EXTRA PROFITS! “all’s” a natural fol- 
low-up for home laundry appliance sales. Turnover 
is fast, margin is good on packaged line as well 
as new 50 & 100 Ib. sizes. You make enough to 
pay phone, light, other overhead items with little 
sales effort or expense. 
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this Appliance Dealer special! 


Here they are! Two big new economy packages of wonder-working 
“all’’—special for your automatic washer owners! You can't 





miss making good money on them—there's plenty of margin to 
“help you promote, sell and deliver these new packages, and still 
make a sizeable sum on every sale! 


Remember, “alll’’ gets clothes cleaner in automatic washers — 
keeps your customers happy—helps you do a better selling job 
on your entire appliance line (see below). So go ahead and order 
“all’”’ in the new 50 & 100 lb. sizes today! 





HERE’S HOW YOU MAKE ourT! 
100+ 


Suggested 50+ 


ORDER TODAY 





selling price... . $11.95 
Your cost ....+++ 7.75 


$22.95 
14.90 


FROM YOUR 
DISTRIBUTOR 





YOUR PROFIT $4.20 


$8.05 


DETERGENTS, INC. 
Columbus, Ohio 








EXTRA SALES! “all’s” famous Laundry 
Clinics, above, help sell automatic washers, pro- 
mote entire appliance line, too. Free “alll” for 
demonstrations (Blue Card Program), plus point- 
of-sale merchandising kit also help you close more 
home laundry sales, make more money! 


1951 


N + 


EXTRA PERFORMANCE! More satisfied 
automatic washer customers, fewer unprofitable 
service calls! That's because “alll’” makes no 
lazy suds to slow down washing action, to over- 
flow, to gray and dull clothes. Ask your distributor 
about “alll” today! 
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Fully Automatic or Manual Space Heaters 
for ALL types of GASES 


@ The quality space heater for the volume-priced market. Low priced, 
yet astoundingly efficient; HOT BOY console type operating on any 
type gas, will supply an abundance of warmth for homes, stores, offices, 


shops and business places at low original and operating cost. 


Modern in design and styling, finished in rich cordovan brown enamel, 
no larger than a console radio, HOT BOY will fit anywhere. 


HOT BOY’S superior electrically brazed steel Heat Exchanger diffuses 
the heat, directing it evenly throughout the entire area to be heated. 
HOT BOY’S large 16 inch, slow-speed, high air volume delivery fan 
gives uniform warmth and clean, ample heat — truly positive, forced, 
distribution of warm air. 


Easy to install — simply connect to gas and electric outlets, vent to the 
flue, and HOT BOY will heat 3 to 6 rooms in every corner, eliminate 
cold floors. 


HOT BOY 


DIVISION 


THE COROAIRE HEATER CORP. 


MANUFACTURED EXCLUSIVELY BY 
THE REPUBLIC STEEL CORP 
DEPT EM! 1422 EUCLID AVENUE 
CLEVELAND 15, OHIO 


Economic Currents 
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should happen in the fourth quarter 
of 1951. From then on, new orders for 
steel will be more in line with con- 
sumption 

The really frantic scramble for steel 
may not last very long. For the next 
few months, military requirements will 
be rising rapidly. The needs of 
defense-supporting industries will be 
reaching a peak. And steel inventories 
will still be increasing, since CMP will 
not be fully effective. 

During these months, there will have 
to be severe cutbacks in non-defense 
lines, like those which NPA has al- 
ready announced. And it will be a lot 
easier for a company to operate under 
the CMP allocation procedure than to 
take its chances in the scramble for a 
relatively small amount of free steel. 

Sut within a year, the allocation set- 
up may prove both irksome and 
unneeded for the great majority of 
non-munitions companies. By that 
time, the amount of steel available for 
non-defense uses will probably be 
greater than it was in 1950. 


Copper 


The production outlook here is not 
nearly so hopeful as in the case of 
steel. Very few new copper sources 
will come in during the next two years. 
here are important new copper de- 
velopment projects underway in the 

nited States and in South America 

most of them will not get into 
production before the end of next year 
\nd the increase in our allies’ require- 
ents for the red metal will probably 
additions to world supply in 


that military demands 
cannot be met out of 
tput like those for steel. But 
in other respects, the steel and copper 
situations are somewhat similar 
1. Copper —like steel is needed 
more for capital goods than for strictl 
military items. Only about 10% of the 
lomestic supply is now going into 
military end-products. Peak military 
consumption may run 30% of the sup 
ply. But this increase should be partly 
iffset by a decline in the defense 
supporting category 
2. Peak requirements, for military 
and defense-supporting items combined, 
are estimated at not over 60% of the 
total domestic supply. After mid-1952, 
they may be less than 50%. DO orders 
yper and brass products are al 
ready scheduled to take a 55% to 60% 
slice in the third quarter. This is a 
very high figure, but it evidently will 
not go any higher, because the big 
demand for copper in defense-type 
capital goods is now and in the next 
few months 
3. Defense plants are building 
copper wmventories, the same as steel 
inventories, in preparation for actual 
production. So are plants making 
capital goods. Again, this includes 
some over-ordering and _ unrealistic 
scheduling. CMP will do a lot to 
straighten this out and eliminate the 
wildest demands 


Aluminum 


This is one case where we can’t talk 
the military requirements down. They 





are large. They are increasing rapidly. 
The aircraft program is a tremendous 
consumer. And it won’t reach a peak 
until late 1952 or 1953. 

However, aluminum production can 
also be greatly increased. Present 
plans call for 1.3 million tons of capa- 
city by the end of 1952, compared to 
about 800 thousand tons now. It’s not 
clear just how quickly this new capa- 
city is going to come in, And there’s 
also some question about how rapidly 
requirements for use in aircraft will 
build up. But the 500,000 tons addi- 
tional capacity scheduled by the end of 
next year is probably more than the 
additional amount which will be needed 
for military production. As defense- 
supporting requirements drop off, other 
consumers may be better supplied after 
mid-1952, 

Once again, this shows up in the 
pattern of DO orders. For the third 
quarter, they amount to over 70% of 
the aluminum supply. And this figure 
equals or exceeds most estimates of 
the maximum defense take expected 
early next year. 

Looking further ahead, there is the 
prospect of an even greater increase 
in aluminum supply. Aluminum Com- 
pany of Canada has begun a major 
expansion program which could even- 
tually provide up to 500,000 tons of 
additional imports. About 100,000 tons 
will be available in 1954. And before 
that time, U. S. capacity can be raised 
well above the present 1.3 million ton 
goal, if the situation warrants. 

For the next few months, the metals 
shortage threatens to get worse 

But it’s still an open questior 
whether extending controls over al 


} 


metal users is justified in order to 


. 
] 
l 
ivoid these few months of unpleasant- 
ness. And within a year, there should 
be enough metal to take care of de- 
fense needs, and still leave her pro 
ducers no worse off than they are now 

Does all tl 
plus of metal next year? 

Chere are too many variables in the 


s mean we'll have a sut 


picture to make any sharp guesses on 
this question. Steel and aluminum, fot 
example, may ease much faster than 
copper. And most steel products will 
be under less pressure than will alloy 
steels 

As it looks now, some allocations 
will be needed through most of next 
year to keep defense production rolling 
But it may be possible to whittle down 
fairly drastically the list of industries 
receiving allocations. And the pinch 
of metal shortages on civilian products 
should be considerably less severe 


End 
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THE QUALITY OF REA TUBES 1S UNQUESTIONED 


4500,000, 


RCA kinescopes incorporate 
the experience of the 


oldest mass-producer of 





picture tubes in the industry 


A 


% 


~~, 2 
and (z} cee oe 


— — 1952 


— 


It is a well-established fact that more RCA kinescopes 
are now in active service than any other brand... 
over 414 million since the advent of commercial tele- 
vision, when RCA pioneered the first large-scale 
production of kinescopes. 

Significantly, many RCA kinescopes installed four and five 
years ago are still giving good performance today, providing con- 
tinuous reliable service year after year. Yes, RCA picture tubes 
of all types have consistently given outstanding performance. 

RCA’s kinescope quality means substantial savings to dealers 
and servicemen, in fewer call-backs and “out-of-pocket” replace- 
ments. In the long run, it amounts simply to this .. . stocking 
RCA picture tubes is good business . . . as any long-term user 
of RCA kinescopes will tell you. 


Your local RCA Tube Distributor carries a complete line of 
RCA picture tubes. See him the next time you buy kinescopes 
for replacement. 

Keep informed ... keep in touch with your RCA Tube Distributor 


(l@s\\ RADIO CORPORATION of AMERICA 


SLEcrTRow vuers HARRISON. U.S, 
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Want to stir up a lot of 
action? Get in on a big 
appliance market right in 
your area: the women who 
shop at the A&P. These 
women will beat their batter 
& 
in your mixers if you 
feature the appliances in 
their favorite magazine: 
Woman’s Day. They can get 
Woman’s Day only at the 
A&P, and as they go out 
to get it, they often pass 
your store and window-shop. 
To make them beat a path 
to your door . . . make your 
window a strong reminder 
of the mixers (and other 


go after 


appliances) they’ve seen in 


the huge 


Woman’s Day! 


market of 


3*/, million homemakers... 


Wi Mans [)-\ 


a et in Woma n’s D ay 


on sale at all A&P stores 
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Commercial Credit Offers Two-Way Insurance Protection— Property Insurance Fast Credit Approval Through Nationwide Facilities -CommerciaL Crepir 
protects your customers against damage to, or loss of, the merchandise maintains offices throughout the United States and Canada to speed 
they buy under the plan, as defined in the policy. Life Insurance credit checks; to aid in completing payments when customers move; 


Protection cancels the unpaid balance in case of purchaser’s death, to offer prompt service on wholesale financing and other features. 


Commercial Credit’s customer benefits 
help dealers close more sales 


HE broad customer protection and benefits featured 

by the CoMMERCIAL CREDIT financing plan provide 
an additional incentive to customers to buy . . . bring 
them back to the same dealer again and again to get the 
same benefits in financing future purchases. 


COMMERCIAL CREDIT offers dealers many direct benefits, 
too... furnishing them with a complete financing package 
that follows through from wholesale and floor stock plans 
to customer financing, property insurance, credit investi- 
gation, collection, adjustment and prospect follow-up. 


Getting full details on how COMMERCIAL CREDIT can 
serve your financing needs better is as easy as picking up 
your phone. Just call the CoMMERCIAL CREDIT office 
nearest you and one of our representatives will be glad 
to call at your convenience. 


EIGHT WAYS BETTER! 


1 


Commercial Credit Creates Good Will Dealers everywhere are cash- : i 
ing in on the repeat business they get through COMMERCIAL . Wholesale Financing 


Creopir financing. That's why more dealers finance more home 


. Fast Credit Approval 


appliances through CommerctaL Crepit than through any 
other national financing plan! 


. Life Insurance Protection 

. Property Insurance Protection 
. Automatic Sales Follow-up 

. Tested Collection Service 

. Builds Customer Good Will 

. Nationwide Facilities 


COMMERCIAL CREDIT 
CORPORATION 


A subsidiary of Commercial Credit Company, Baltimore 
«++Capital and Surplus over $100,000,000... offices 
in principal cities of the United States and Canada. 


onw oO Oo S&S WwW NH 
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TO EVERY EARLY 
SCOTSMAN HEATER BUYER! 


(With Any Gas or Oil Heater Selling for $84.95 or more) 


GIVES YOU BIG 


SALES ADVANTAGES 


NEW! Completely Automatic Heating 

Without Electricity! No wiring needed. 

© costly installation. This newly developed 

Automatic Thermostat attaches quickly to the 
SCOTSMAN Safety Control Valve! 


NEW! “‘Round-The-Clock’’ Comfort! 

Just set the dial and room temperature 
is maintained within 2 degrees at all times! 
Work-free, worry-free heating. A comfortable 
house every morning! 


NEW! Complete Convenience at NO 

CHARGE! You give your customers the 
same benefits as a $35.00 electric thermostat 
would—AND AT NO EXTRA CHARGE! 


NEW)! Fuel Saving Economy! Fuel sav- 
ings amount to as much as 50% in mild 
weather. You offer your customers automatic 
fuel savings every day of the year, even in cold- 
est weather. No overheating guarantees this! 
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Dienliaal 


America’s Finest, Most 
Efficient Gas Heater 


SCOTSMAN 





1951 


(Quoliti: us Gas eaters 


5 “‘Value-Packed’’ Models . . . 18,000 
BTU to 65,000 BTU Input! The greatest 
array of ‘‘fast sale”’ features in the indus- 


try. Amazing ‘‘No-Flash-Back”’ Stainless 
Steel Ribbon Type Burner, new improved 
“All-In-One’’ 100% Automatic Safety Shut- 
Off Control, large heat chamber, double 
“Gas-Economizer’”’ and many other great 
features make SCOTSMAN the high vol- 
ume, high profit line! 


SCOTSMAN is 


Unsurpassed For Beauty, 
Derendability and 
Efficiency 


.--_) SCOTSMAN 
‘kis OIL HEATERS 


5 “Ultra-Modern’’ Models . . . 37,000 
BTU to 70,000 BTU Output! More “‘sales- 
clinching” features! Models for every pros- 
pect. Exclusive, patented “‘Thrift-Pilot” 
burner. Oversize square heat chamber gives 
25% MORE radiating surface. Large ‘‘Heat 
Economizer”’ stops heat waste. Many other 
ee sales advantages guarantee 
RE sales, MORE pane vg with SCOTS- 


BOOMING-/ 


YOU CAN’T MAKE A STRONGER “PREMIUM OFFER’’! You give one of the new 
““Add-On” automatic thermostats FREE with any SCOTSMAN Oil or Gas Heater selling 


for $84.95 or more! 


““QUICK-SALE”’ PLAN GUARANTEES EARLY SALES! Selling space heaters in August 


is not the usual plan, but—here’s a promotion 


that guarantees the unusual! You'll have 


volume sales in August and all through the heater season. 

SALES “UNLIMITED” IF YOU DO THIS NOW! Sale has just started. The only thing 
that will limit YOUR SALES during this promotion will be lack of heaters. Be prepared with 
an adequate stock of SCOTSMAN heaters. Contact your distributor NOW! Get set for the 
biggest SCOTSMAN Space Heater year you’ve ever had! 


; Gas Machi 





COMPLETE SALES PROMOTION 
KIT FURNISHED! 


Co. 
ut EM-81, Albert Lea, Minn. 


} Please send me Sales program and complete | 


details on the sensational SCOTSMAN ‘‘Quick-Sale” | 


Plan. 


D 


my 


Send me complete literature and the name of 
SCOTSMAN distributor. 
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IT’S HERE AND IT’S A GENERAL ELECTRIC! 


The only vacuum 
with the new 


IT CLEANS EVERY INCH OF THE AVERAGE LIVING ROOM 
FROM THE CENTER OF THE ROOM...AND THAT’S 


Reach-easy” cleaning! ... that’s what G. E. calls it, and 
that’s what it is! Place the cleaner in the center of the room 
—the top rotates—and you reach every nook and cranny 
without the usual tug-of-war. Or place the cleaner in the 
center of your selling floor, and stop your customers with 
this most compelling of all cleaner features! 


Largest “Throw-Away” bag ... and the 
most practical. It has to be replaced only a 
few times a year, and the narrow neck design 
means your customers don’t even see the dirt 
—let alone get it on their hands or floors. 
There are no bags —nocans—nofilterstoempty! 





Motor's at the bottom where it belongs, so 
the cleaner is more stable, yet more mobile. 
To open it for emptying, your customers lift 
only the lid, not the whole motor. And thanks 
to triple filtering, the cleaner maintains its 
high efficiency as the ‘“Throw-Away”’ bag fills. 


.»+ AND IT MAKES GENERAL ELECTRIC’S 1951 LINE THE MOST 
COMPLETE IN APPLIANCE HISTORY! 


There's a General Electric Cleaner to fill every need— 
to fit every budget—to satisfy every customer! Look: 


De Luxe AIRFLO 
(Model AVT-173) 


De Luxe UPRIGHT CLEANER 
(Model AVF-807) 


DE LUXE 
CLEANERS 
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New TANK CLEANER 


(Model AVT-811) 


MEDIUM-PRICED 
CLEANERS 


AUGUST, 


Ever-popular TIDY 
(Model AVT-160D) 


'... AND OF COURSE, 
THE FAMOUS TIDY! 
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cleaner in the world 
swivel-top! 


WITHOUT ONCE BEING MOVED 
“REACH-EASY” CLEANING! 





Quiet operation! It’s hard to believe that a 
cleaner with such dirt-getting power can be so 
quiet! And look at these other easy-to-sell 
features: Step-on control; non-scratch attach- 
ments and caddy; positive cover seating and 
spring clamps; Velvaglaze, non-fade finish! 


: 
: 
\ 
' ‘ 
f 


The AVC-815 is the most demonstrably superior 
vacuum cleaner ever put on the market . . . and it 
will be backed by the most profit-packed promo- 
tion in cleaner history! It’s the leader of the great- 
est line of vacuum cleaners. 


Here they are . . . look them over! From the 
great new G-E Cleaner with the amazing swivel- 
top (Model AVC-815) through to the popular 
TIDY—every single one of them proudly wears 
the General Electric monogram . . . and that 
means top performance and worry-free depend- 
ability to your customers! And, need we add, it 
means increased sales—top profits—to you. Check 
with your distributor ... now... and find out 
how to make the most of this wonderful General 
Electric line! General Electric Company, Bridge- 


port 2, Connecticut. Reb profit-making G-E De Luxe Attachments 


Specifications subject to change without notice. 


You can put your confidence in— 


GENERAL @@ ELECTRIC 
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Here are oil-burning circulators 


power-packed to sell 


Wherever you look on Preway circulators 
— anywhere on any model — you'll find en- 
gineering leadership that spells out SALES. 
If your customer’s first interest is in comfort 
and convenience, Preway provides the most 

ywanted features for better, easier living; if 
‘your customer is looking for operating econ- 
omy — low cost heat — Preway gives you a 
performance presentation that cannot be du- 
plicated elsewhere; and if your customer is 
budget conscious, wants to buy on price —~ 
Preway gives you the most attractively 
marked ticket in the industry. 

With so much to TELL in the way of én- 
gineering advancements, with so much to 
SELL in the way of basic, functional mer- 
chandising, it’s no wonder that the short, 
well-balanced Preway line moves faster than 
any other line on the market. Hundreds of 
alert dealers from coast to coast are catching 
their competition flat-footed off base with 
these hard-hitting oil-burning circulators. 
That’s why Preway is already among the big 
three in space heater production. Write to- 
day for full information. 


PRENTISS WABERS PRODUCTS CO. 


9851 SECOND STREET N., WISCONSIN RAPIDS, WIS. 








Burns cheap, low grade oil 


to deliver low cost heat 


The Preway air- 
activated burner is 
a great performer 
—provides perfect 
combustion at all 
flame settings even 
with low grade oil. 
It all adds up to 
lower cperating 
costs than ever be- 
fore. 


The Heat Miser 
saves on fuel 


Here is a built- 
in, well-engi- 
neered fuel econ- 
omizer that acts 
like a booster on 
a boiler — makes 
every B. T. U 
work harder 


Look at this Weather 
Wizard Heat Propeller 


Preway offers, 
as optional equip- 
ment, a powerful 
blower attach- 
ment that carries 
heat on to dis- 
tant areas. It 
greatly increases 
heating effi- 
ciency. 
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It’s merchandise movement, like money, that talks. Turnover from your 
table, counter, or shelf is more eloquent than sales potentialities clothed 


in a thousand adjectives. Nothing that can be said about any product 
means half so much as what it does at the point of sale. 
On that score, the ““Toastmaster’’ Toaster’s record is clear. It moves 


at a rate unapproached by any other automatic toaster. It not only has 
the ability to turn goods into dollars quickly—it does it! The “Toast- 
master’ Toaster makes lasting friends, not for itself alone, but also for 





the retailer who identifies himself with quality merchandise. And all 
because it’s presold by word of mouth and by aggressive national adver- 
tising as no other automatic toaster is or ever has been. 

When the talk turns to toaster turnover, small wonder that most 
retailers think of the ““Toastmaster’’* brand. 

*" Toastmaster” is a registered trademark of McGraw Electric Company, 
makers of ‘Toastmaster’ Toasters, ‘Toastmaster’ and ‘‘Scotch Knight’ 
Water Heaters, and other ‘‘Toastmaster’’ Products. 


TOASTMASTER 
Crtiomats. Kyp-llp Seater 


TOASTMASTER PRODUCTS DIVISION, McGRAW ELECTRIC COMPANY, ELGIN, ILL. ©1951 
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YES TWICE THE PROFIT 





Features that Sell in Sets that Stay Sold 
because They are Sylvania Engineered Throughout 


All the features your customers ask for engineered by 
Sylvania, makers of the TV tubes used by 7 out of 10 of the 
leading TV set manufacturers. Movie-Clear* Pictures — 
Studio-Clear* Sound — “Triple-Lock” locks out interfer- 
ence — The Famous Black Tube — Wide Angle Viewing 
— Slanted No-Glare Picture Window — Perfect Interlace 
— Big Cool Long-Life Chassis — Clear “Fringe Area” 
Reception — Yes, here are all the features that make sales! 





The WASHINGTON — First in Television, Radio 
and Phonograph Combinations. First in sales appeal 
to those who want everything the finest in home 
entertainment. Life-Size 20” Movie-Clear* TV with 
HALOLIGHT. AM-FM Radio —3 speed Record 
Player. Period Mahogany Cabinet — hand rubbed 
Finish. Model 25M. 


The COOLIDGE— The greatest in Table The McKINLEY — Handsome 17” Movie-Clear* Console 
Models. Big Life-Size 20” Movie-Clear* So with Doors. Modern mahogany or blond cabinet, hand- 
Picture and all the features usually found P rubbed finish. Powerful “Fringe Area” chassis with the 
only in hgh-priced console models. Unu- best in TV reception. Model 74M illustrated, 

sual “Fringe Area” reception. Model 2221M. 


*Sylvania Trademark 


SYLVANIA SELLS FOR YOU 


“ke NATIONAL \ SUNDAY See DAILY 
“aha NEEL VA INT OS |. \ SUPPLEMENTS 5 ss NEWSPAPERS 
ee 


Pe 


SELLING SYLVAM/A 
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OPPORTUN 


Gives You Both! 





ily 


THE GREATEST SALES FEATURE IN TELEVISION 
ONLY SYLVANIA HAS IT! 





The JEFFERSON — 20” Deluxe Con- 
sole with Doors. Movie-Clear* TV with 
HALOLIGHT, Magnificent Hepple- 
white mahogany console designed by 


Cedric Errol Millspaugh. Model 24M. 


The LINCOLN—A superb 17’ 


A Great Forward Step in Viewing Comfort 
and Your Great Profit Opportunity 





C) 


Till now, TV screens Now HatoLicur 

have been surround- brings you a lighted 

ed with a dark border. frame to relieve the 
sharp contrast. 


HavoLicut is television’s great new sales feature. This application 
of scientific “Surround Lighting” to the television screen is a Sylvania 
Exclusive. HaLoLicut is a soft border of light that surrounds the 
screen for greater viewing comfort. Your 
customers will tell you HaLoLicut makes 
the picture look larger, seem clearer. 
HavoLicut is TV’s best salesman ... a 
shining display day and night in your window 
and on your floor selling Television’s newest 
great profit opportunity — HaroLicurt. 


" Mahog- if M4 Established 1901—Great Name in Electronics 


any Combination with Movie-Clear* : é Television Sets; Radio Tubes; Television Picture Tubes; 


Picture, Studio-Clear* Sound. 
Radio and 3 speed Record 


AM-FM Electronic Products; Electronic Test Equipment; Fluorescent Lamps, 
Player. z Fixtures, Sign Tubing, Wiring Devices, Light Bulbs, Photolamps, Radios 


Model 75M illustrated. Also available Sylvania Electric Products Inc., Radio and Television Division 


in blond Model 75B. 


ITS GREATEST ADVERTISING, MERCHANDISING CAMPAIGN 


254 Rano Sireet, Buffalo 7, New York 





TO BACK THE GREATEST FEATURES IN TELEVISION 





Va ala Tale id 


ABC SAMMY KAYE 
WITH THE ¥YLVANIA 
SUNDAY SERENADE 
q Every Sunday Afternoon 

~, 


CBS GRANTLAND RICE BEAT. THE CLOCK 
SYLVANIA FOOTBALL } CBS TV 4 
FORECAST ON TELEVISION 


— OF 


Friday Evening 


SECLING SYLVANMIA 
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Who else but 


(LEADER IN THE REFRIGERATOR INDUSTRY IN DESIGNING FOR MORE FOOD SPACE IN LESS KITCHEN SPACE) 


could make and prove 
this statement? 


“WE GIVE YOU 21% MORE 


FOOD SPACE PER DOLLAR 


than the average of the largest selling brands!” 


More, More, 
MORE proot that 


. Admiral 


(3 the tastest-rising power tn 
all the appliance industry / 























HERE’S SOMETHING TO THINK ABOUT 


Sean 
amides Pleniy! 


~ 


The Line That 


THAT'S THE UNIQUE SPOT Stays Sold! 


WHIRLPOOL IS IN 





Amazing situation? That's putting it mildly. The demand 
for WHIRLPOOL products can’t be supplied while aggres” 
sive selling is required for others! 


What are the reasons? First, the shortage of WHIRL- 
POOL products is created by material restrictions and by 
our obligation to fulfill government contracts. Second, and 
most significant to you, the shortage is aggravated by the 
unprecedented acceptance and desire for WHIRLPOOL by 
housewives everywhere. 





What does this mean to you? For the present you may not 
get the washers, dryers and ironers you want. But, the tre- 
mendous customer satisfaction generated by each WHIRL- 
POOL you have sold is working constantly in your favor. 
There will never be a shortage in that respect! 


So, remember . . _ WHIRLPOOL performance plus con- 
tinued WHIRLPOOL promotion and continued expansion 
of facilities will result in even greater opportunities for 
WHIRLPOOL dealers and distributors in the future. 


WHIRLPOOL CORPORATION 


For Over 50 Years Manufacturers of the World’s Finest Home Laundry Equipment 
ST. JOSEPH, MICHIGAN, U. S$. A. 
IN CANADA: John Inglis, Ltd., Toronto, Ontario 


A ee 
merica’s First Family of Home Launderin 
93 
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Superflame Dealer Sales Hit 
New High for 3rd Straight Year 


Proven Plan Sells Space Heaters By The Hundreds. . 
Success Stories From All Over The Nation 


It amazed everyone two years ago. It proved even more effective 
again last year. Enthusiastic dealers from all over the country sent 


similar reports . . 


. “Sold entire stock first day” . . . “Sold 80 Super- 


flames the first week”’ . . . “Sold 53 Superflames the day the ad broke”’. 


Queen Stove Works, Inc. with their distributors and dealers have developed 
a sure-fire sales promotion that has never failed to pay off in almost un- 
believable sales of Superflame heating appliances. Even in the face of 
consumer reluctance to buy appliances of any kind it has reversed the trend 
and has built high volume sales for every participating Superflame dealer. 
Factory, distributors and dealers alike have been amazed at the power 
packed into this greatest promotion in space heater history. In both of the 
past two years it has cleaned out inventories and kept the factory busy 
day and night to keep up with the flood of dealer orders. 


What Happened Made History 


When officials of Queen Stove Works, Inc. decided to launch a startling, 
new, all-out aggressive promotion they felt that the new $34.95 Superfan 


95 Fay Bei 
OIL HEATER 


Superflame, 








"The most successful newspaper advertising 
we ever did!" is typical of reports received 
from Superfiame dealers. Pictured above is 
one of the powerful newspaper mats in- 
cluded in the 1951 “Early Bird" Promotion 
Kit 





Superflame Dealers say: 


These are excerpts from just a few 
of the hundreds of dealer letters in 
our files 


“Thanks for being FIRST WITH 
THE MOST. ‘First’ with the best 
oil heater promotion deal—and 
‘most’ for our oil heater customer's 
dollar. We sold more Superflame 
Oil Heaters than in any previous 
years (Signed, I Johnston, 
Johnston's Hardware, La Plata, 
Missouri.) 

the best money making deal 
that was ever offered a dealer. This, 
with the Fuel-Saver feature, enabled 
uS to owt-se/l and out-demonstrate all 
heater competition! The day the ad 
broke we sold 53 heaters, and that 
is profit!” (Signed, Stewart Green- 
ley, Greenley's, Flint, Michigan.) 
“Sales resistance and competition 
were overcome with this promo- 
tion. Your advertising aids were 
an honest inducement to raise 
sales.’ (Signed, S. R. Passel, Pre- 
mium Coal & Oil Company, Cincin- 
nati, Ohio.) 
“Our sales of Superflame Heaters 
were over 250 units. Thanks to 
the ‘Superfan’ Promotion! We 
never had anything break like this! 
Our first day we made 14 sales.” 
(Signed, Anton Christensen, Chris- 
tensen’s Appliance Stores, Ames 
and Nevada, lowa.) 
“The ‘Superfan’ Promotion met 
with tremendous acceptance. Ap- 
proximately two carloads of Super- 
flame Space Heaters sold proves it! 
We were able to outsell—outpunch 
—and outprofit competitive stores.” 
(Signed, Thomas C. Young, Presi- 
ent, Big Four Hardware Stores, 
Inc., Love's Park, Illinois.) 
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Portable Blower in combination with 
Superflame Oil or Gas Heating Ap- 
pliances would make an offer that 
customers could not resist. Complete 
sales kits were prepared containing 
window banners, counter cards, news- 
paper mats, radio announcements, 
etc. All Superflame dealers were fur- 
nished one of these sales kits and 
they immediately started their ad- 
vertising. What happened then a- 
stounded the entire industry. Super- 
fan with Superflame made the most 
powerful quick-acting sales promo- 
tion in space heater history. 


Dealer Profits Hit All-Time High 
Superflame dealers, from the small- 
est to the largest, reported the great- 
est sales increases they had ever 
seen. Results the second year were 
even more sensational. Surveys made 
show that in some cases Superflame 
dealers captured as much as 95°; 
of the space heater sales in their 
area. Dealers who had never before 
been able to sell space heaters in 
August were selling them by the 
dozens . In some cases, by the 
hundreds. Even dealers who in previ 
ous years were consistently high 
sales producers reported phenomenal 
increases. Factory production re- 
cords in 1950 shattered all previous 
records. Never before in the history 
ot Queen Stove Works, Inc. have so 
many heaters been sold in so short 
a period of time 


Greater Than Ever In 1951 

A brand new sales kit and a new 
sales program is ready now to make 
the 1951 “Superflame-Superfan” 
sales promotion bigger and better 
than ever before. Superflame dealers 
have already placed more future 
orders than at any time in the past... 
concrete evidence of their belief that 
this year will be the biggest Super- 
flame year ever seen! 


Solves ‘‘Trade-In’’ Problems 
Every space heater dealer is faced 
with the problem of how to handle 
“trade-ins” and still make profit. 
The “‘Superflame-Superfan”’ promo- 
tion proved to be an easy solution to 
this bothersome problem. By refer- 
ring to the fact that Superfan went 
with every Superflame, dealers were 
able to take “trade-ins” on a basis 
that guaranteed them a re-sale profit. 
**We made money on every trade-in” 
is a typical dealer comment. 


Promotion Now Starting 


Superflame dealers throughout the 
country are already marking up new 
early season sales records with this 
“Early Bird’”’ promotion! Complete 
advertising and sales kits have been 
distributed to all Superflame dealers. 
They contain all of the material 
necessary to make 1951 their greatest 
Superflame year. 


JY, LT, Yome 


OIL ATERS 
With The Amazing 


FUEL-SAVER™ 


Give your customers 
more fortheir money with 
SUPERFLAME! More 
beauty! More comfort! 
Amazing fuel savings! 
Only SUPERFLAME has 
the super efficient “‘Fuel- 
Saver’’ that increases ra- 
diating surface 100%... 
decreases chimney loss 
40%. The “Fuel-Saver”’ 
combined with SUPER- 
FLAME'’S exclusive, pat- 
tented “Triple Combus- 
tion Burner” gives MORE 
HEAT from every drop 
of low cost fuel oil. Saves 
upto 4 on fuel... some- 
times more! 


Superflome 
GAS 


EATERS 
With The Double 


"GAS-SAVER” 


Superflame’s exclusive 
Double ‘‘Gas-Saver’’ 
speeds up warm air Cir- 
culation, doubles the 
square inches of radiat- 
ing surface and saves 
more fuel... gives your 
customer more heat from 
every penny’s worth of 
gas! No other gas heaters 
have so many “quick- 
sale’ easy-to-sell features 
as Superflame! A profit 
building line without 
comparison! 


WZCAESZSTOVE WORKS, 


AUGUST, 


15 Models—30, 
BTU to 104,000 BTU Output 





7 Models— 18,000 
BTU to 75,000 BT\! Input 


INC., 
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SUPEr OMe 
Za Bis 


YOU OFFER THIS $3495 Su, erfan ia 


| ror ony A 


SUPERFLAME Oil or Gas Heater or Floor Furnace Selling for Over $74.95 





=, 
1” ~—s¥_:- YOU SAVE Your Customers $30.00! AMERICA'S 

© YOU GIVE Your Customers a COMPLETE forced air heating sys- MOST VERSATILE 
a deel pen tem for only $4.95! AIR CIRCULATOR 


winter comfort—on the same ’ * * : 
YOU GIVE Your Customers the world’s most versatile air cir- 

amount of fuel. ¥ ————— culator for only $4.95! Superfan provides forced air 

Aircteadees warmth in winter with Super- 

¥ YOU will smash all sales records with this sensational "Early Bird Sale” offer! flame ‘‘Fuel-Saver” and “'Gas- 

og Re . ’ ¥ Saver” space heaters and floor 

It’s irresistible! It’s twice proven as the biggest money maker ever developed furnaces. In hot summer weath- 

er Superfan keeps folks cooler! 


for space heater dealers! It pulls customers into your store as no other pro- i: clecaleses, conte Gaivaome. 
ventilates kitchens. It’s the 


motion ever has! “Superflame-Superfan” is a combination that no other Gudeon poiesllk Wawa: ous 
dealer can offer and makes Superflame “ Your Most Valuable Heating Appliance countless uses! 


Franchise!” SAFE! 
> y >4 “ef, -selli 7? Bs 4! “ne s P 3 

Superflame is the one and only “tae selling” line! The “‘/ine of great promo 1s Gina 

tions” and the “exclusive feature” line that means complete customer satis- FAN BLADES 

faction! Forget about slow moving lines. Sell Superflame! You give your 

customers the best in heating and make more profits with Superflame! 


THE BIGGEST MONEY MAKING 
PR YOu SEEN! 


NO RED TAPE — IT’S LIKE FALLING OFF A LOG — 
COMPLETE ADVERTISING AND SALES KIT FURNISHED 


Ic has just started. There is still time to get all details. If you are now a Superflame 
dealer make sure your stocks are complete. Use your complete sales kit. Plan your 
promotion and advertising so that you will REAP THE FULL PROFIT POTEN- 
TIAL! Contact your distributor right now if you have not as yet received your Distribute, 2 ame of 
complete sales program kit! ” ~~ Nearest su 1 
If you are not a Superflame dealer send the coupon at once or write or wire for i 
the name of your distributor. Get the full details on this proven ‘“‘Superflame- dre t 
Superfan” promotion and how you can REAP THE PROFITS as other Super- ea . BY ween t 
y bad a 
' 
3 
! 
a | 

















flame dealers will! bie 


EASIER SALES! FASTER SALES! MORE NET PROFITS FOR EVERY DEALER. PS bint isn 


ALBERT LEA, MINNESOTA Lh 
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KNAPP) MONARCH 


AUTOMATIC 
ELECTRIC 


Pops Corn FASTER 
Pons Corn BETTER! 


Famous the country over—makes the world’s 
best popcorn in record time! A sure best-seller, 


fast seller, for every EM-~ dealer! 


Here’s why 

more customers 
demand the 

KM 

CORN POPPER... 


“Oil well” is set directly 
over heating unit for fast- 
est popping! 


<<. 


As 


Insulated base and 
plasti-cool handles pro- 
tect against burns! 


PAGE 32 


No stirring, no shak- 
ing— it's completely auto- 
matic! 


Glass “turret top” shows 
exactly when corn is 
popped! 


Absolutely makes the 
fluffiest, tastiest popcorn 
every time —in less time! 


orn Fopwer 


. and Knapp-Monarch backs the Corn Popper with 
a tremendous advertising campaign in 


SATURDAY EVENING POST e HOUSE & GARDEN e HOUSE BEAUTIFUL 
September through December! 


ACTUAL DEMONSTRATIONS, ACROSS THE COUNTRY, ON TELEVISION 
October through December! 


Keep These on Hand to Meet the Demand! 


—_ 


we 


I~, 


KNAPP“! MONARCH 


+ 


\ 
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THE INCOMPARABLE 


apeduait 


TELEVISION 


The Name to Remember for 


PRESTIGE ana PROFITS! 


s takes a top name to be a top drawing card. For hundreds of suc- 
cessful dealers that means the incomparable Capehart. This tradi- 
tional symbol of quality can be depended on to bring in those of all 
income groups who want the finest. 


Why ? Because only Capehart has the Capehart reputation. Only 
Capehart offers the CX-33 chassis that provides the famed Crys- 
tal-Clear picture. Only Capehart has developed the world-re- 
nowned Symphonic-Tone System . . . set such high standards for 
superb cabinetry. 


There may be a place waiting for you on the list of profit-making 
Capehart dealers. A few choice spots are still open. See your local 
distributor or write E. Patrick Toal, Director of Sales at Fort Wayne. 





The best looking CLOCK-RADIO a j 

on Sie pene" eae Copenens eee ter ge The CAPEHART “Bostonian” 
Nm gh ag ge pn on miniature. Handsomely designed Luxury television at a realistic price. 
servant... reminds of appoint- in dark green plastic . . . unbeliev- 20-inch Crystal-Clear picture. Mahog- 
ments, turns on appli- ably beautiful tone. It’s set to make any veneer cabinet. 1 cee Sym- 


ances. Really beauti- $4g°5 a big splash in the phonic-Tone. The set of 
fully styled in a choice table-radio market . . . $399 the year for sales and $ g°>* 
of colors. A sure sales 51;-41y higher boost profits for you! profits! 

winner! in West. Slightly higher in West. 


*Includes Federal Excise Tax. Warranty and 
installation extra. All prices for Zone 1. 


<> CAPEHART-FARNSWORTH CORPORATION, Fort Wayne 1, Indiana 


An Associate of international Telephone and Telegraph Corp®ration 
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IT TAKES “EXPOSURE” TO MAKE A SALE 


with QUAKERS store 


t 


sell 


It takes ‘exposure’ to make a sale. Merchandise “in hiding’’ won't move. 

That’s why QUAKER has developed a complete program to help dealers 

display ...expose...and sell the greatest heater volume they've ever had. 
For full details, contact your QUAKER distributor or mail the coupon below. 
Act now... before the season really starts to ‘'cash in”’ on this powerful 


1951 oil and gas heater merchandising program. 


” 


In the next 90 days appliance dealers 
will sell over $75,000,000.00 worth of 
home heaters...that’s BIG business. But 
most of that volume will be sold by just 
a few dealers who realize that the heater 
business gives them BIG volume plus 


BIG profits. 


\3 
KE A SAL 
TAKES EXPOSURE TO MA 

\T 


The great new 
QUAKER gas 
heaters and floor 
furnaces for 
natural gas ty 
30s, or LP. Sizes 
to heat every 
home prices 


for every purse 


Some dgalers will keep home heaters 
“in hidiyg” and dozens of prospects 
will paS$ through their stores without 
ever thirkKing of the new space heater 

| fFrat.cou lati be sold to them. But... they 
Woh’t De QuaAKER dealers! QuAKER’S 
SENSATIONAL “exposure program’”’ 
makes it almost impossible to miss a 
heater prospect 


The QUAKER 3210... the largest dollar volume heater in the industry. 
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osure” program 


> 
sf 
oe ‘ 


4 [F r ¥ i. 
’ 4 


The QUAKER Challengerhthe 
profit-making mechanicat~ 


a | J 
ly ho RerHeaiers! sh Sde with o 


raftyd fara tic /Heat circ 


4 
a 





QUAKER dealer: 

displays to tell the heater story to $tere_pros= 
pects...dramatic windoWw~displays, to bull 
prospects in. They'll have low cost promotio 
literature and mailing pieces to identify their 
stores as “heating headquarters” in their 
communities. They'll have co-operative news- 
paper advertising and radio promotion to 
back up their efforts. 


LS 


<a 
Thi cTest [ Mechanical draft booster (optional) 


tent Automatic heat circulator (optional) 
See how you can cut fuel bills with 


DIL HEATERS 


Quoker Mechanical Draft 
turtis smoke and soot ito hea! 


Ty 


Ask us to show you why 
Quaker ours oF le ( Yes, QUAKER d pale . 1] have all they need to 
Try t ~g = get the “lion’s Share"\@f the big home heating 
Yourself 2 market in their\com ities. Perhaps, you’d 
i like to see for youtrse Why you'll benefit as a 
QUAKER dealer. To get the bare facts about 
LIFT FLAP UP... QUAKER’S exposure program, just call your dis- 

and see how ordinary 


heaters with poor draft tributor or mail the coupon below. Why not 
smoke, soot anc wate fuel do it now? 


ee ee en SOE EE eee eee eee 


Quaker Manufacturing Company 
223 W. Erie 

Chicago, Illinois 

| WANT THE “BARE FACTS” 


Please have my distributor explain the QUAKER 
exposure program to me. 


QUAKER’S new “‘Live Fire’’ Demonstrator is 


THE HOTTEST DISPLAY YOU'VE EVER SEEN! 


See your distributor right away for details on how you 
can get this dramatic display for your store. There’s noth- 
ing like it anywhere. It stops shoppers...convinces pros- 
pects...sells heaters. Find out how you can get yours. 


pe, 
STORE NAME_ 
ADDRESS__ 


CITY 
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THE RIGHT TOOLS AT THE RIGHT TIME 
.-- FOR THE SALES JOB AT HAND 


\ good salesman, like a good carpenter, can be dealers with a widely varied assortment of practi- 

more productive if he has good tools to do his cal and effective sales promotion and training 

job. And he needs the right kind-of selling tools tools. Tools that are specially designed to meet 
tools geared to current selling conditions. . . today’s selling conditions. 

tools that are kept sharp by an alert, factory sales Shown below are just a few of these hard- 


promotion organization. hitting, keen-edged sales tools that work for 


NS [his vear, as always, Frigidaire is providing its the salesman who works with them. 
—~~ 





Demonstrating Album 


One of the most productive and profitable tools in the 
Frigidaire Dealer's kit. For with this new and revolu 
tionary sales album, even the most inexperienced 
salesman can give a complete and powerful product 
demonstration . not merely a recital of facts and 
features but a convincing and easily grasped sales- 
closing demonstration. Designed for use in either the 
showroom or the prospect's home, it contains full-color 
illustrations of all products, special “X-Ray” sections, 


and “step-up” comparisons of all series and models 








Famous T. A. G. Plan covers every S. T. D. P. Purchase Plan a sound Refrigeration Security Analysis... a P 





r hip School... 
10w-to-sell” training course based on ex- 


phase of selling the rapidly growing re program to help dealers sell under cur tried and proven method of developing 
pla ement market rent credit regulations and closing commercial sales perience of successful dealers. 


Motion Pictures and Slide Films Dealer Operating Guide . contains Seasonal and Market Selling Programs The Frigidairian .. . a dealer and sales- 
product and selling information for sales information for Frigidaire Dealers perti ..all-inclusive plans geared to seasonal man magazine presenting timely informa- 
training and prospect demonstration. nent to running a successful business or marketing problems of each product. tion and successful dealer experience. 


e Gli D Al R FE America’s No.1 Line of Refrigeration 
= —] and Air Conditioning Products 
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VRPOMUMAMO he VOCCO 


“Teletalk 


REG U.S. PAT. OFFICE 


“simarles 


= LEO 


on the muakel today CY : 
wie (ry Quality! 


yslene \ 


Rr 
Me, ™ 
‘ 


FEATURES 
New Modern Design 
Smaller size—about '4 smaller 


Smartly finished walnut cabinet 


Dealers who know smart merchandising will 
recognize in the NEW Teletalk an outstanding 
product that is a leader in styling as well as 
quality. This new eye appeal will add sales 
momentum... it will make Teletalk the choice 
wherever shown. The NEW Teletalk is the 


Wide-awake dealers who take pride in offering 
their customers the best will want to feature the 
NEW Teletalk . . . it’s available in a full range of 
models. Write for full information today. 


Webster Electric Company, Racine, Wisconsin. 


Easily installed slip-in tab for key identification aristocrat in the field—without price penalty! Established 1909. 


Easier servicing . . . panel can be removed for 


easy change of stations without removing unit 


WEBSTER“ ELECTRIC 


RACINE @® WISCONSIN 
“Where Quality is a Responsibility and Fair Dealing an Obligation” 


from cabinet 
Back panel can be removed 


The easiest unit to service on the market today 
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3 BIG D 


EALS ! 


* EACH ENTIRELY DIFFERENT! 
* EACH A MONEY-MAKER! 


Boost summer range sales by offering a 
giant 14” window fan—a $40 value— 
guaranteed for 2 years —with each purchase 
of an ESTATE range! Available to you on 
a really sensational deal. You know how 
women will go for this...order yours NOW! 


CASH w3 wars! 


Climb aboard the ESTATE GRAVY TRAIN for a 
“water-level” ride through the challenging economics 
that confront us. Three big promotions . . . 
thoughtfully planned . . . carefully coordinated . . . 
targeted squarely at the present market! 

Contact your distributor, or the factory direct, 

for complete details NOW! 
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A savings of $50 to your customers on this 
specially built—specially priced “Summer 
Special” ESTATE range! Complete with 
Minute Minder . . . oven light and window 
... chrome top lamp as standard equipment. 
Quantities limited . . . order yours NOW! 


One ad agency bas guaranteed 40%-60% 
returns on this new angle to the time-tested 
“key” promotion on ESTATE Gas & Oil 
HEATROLAS! Don’t miss this opportunity 
to pull store traffic . . . sell your town on 
these Twin Terrifics of the space-heater 
line. Contact distributor or factory NOW! 


Special Dealer and Distributor Helps! Special cooperation on local ads 
. .» SPECIAL mailings . .. SPECIAL action displays ... SPECIAL ad mats... 


SPECIAL 2-color window streamers! 


fAtale. 


AUGUST, 
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RANGES and 
HEATROLAS 


THE ESTATE STOVE COMPANY, A Subsidiary of Noma Electric Corp., HAMILTON, OHIO 


Another Raytheon Another proof of Raytheon dependability! 


LIFETIME 


ss | 


HERE'S ANOTHER PROOF of the dependability of Raytheon it pays 10 pu sh 


TV! Fornow... Raytheon offers a lifetime guarantee 
on all parts except the tubes in its famous “‘Ray-Dial” 
Continuous Tuner! 


THERE'S GOOD REASON for this offer. Because Raytheon 
engineered and builds its own “‘Ray-Dial’’ Tuner. It’s 
a unique mechanism, designed for trouble-free per- 
formance . .. a minimum of moving parts, less things 
to get out of whack. And it’s a continuous tuner... 
you tune TV just like you’d dial a radio... simply, 


easily, accurately. THE CONSTELLATION 


—Model C-2006— big 20” 
rectangular TV, fine ma- 


THE HEART OF THE TV SET, the tuner is mighty important hogany console cabinet, 
to any TV buyer. And this lifetime guarantee on the = 
“Ray-Dial’’ Tuner can be mighty important to you! 
So tell the story . . . and sell more Raytheon TV. For 
further information, contact your Raytheon distrib- 
utor or write us. 


BELMONT RADIO CORP. 
5921 W. Dickens Ave., Chicago 39, iil. 


di: f RAYTHEON MANUF. . 
Subsidiary of RA EO ANUFACTURING CO Reytheon TV Presents 


Guarantee applies only to original registered JOHN CAMERON SWAYZE 
owner. Covers replacement only on all parts Sundays on NBC. See local 
except tubes. paper for time and station 
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ExtiaustivE LABORATORY TESTS, UNDER 
CONTROLLED CONDITIONS, ARE ONLY ONE 
PHASE OF THE PHILCO REFRIGERATOR 

QUALITY PROGRAM. REFRIGERATORS AND 

COMPONENTS ARE CONTINUOUSLY TESTED 

IN THE FIELD, IN KITCHEN-LABORATORIES, 
LOCATED WHERE THE MOST DIFFICULT 
CONDITIONS OF HEAT, HUMIDITY 
AND ATMOSPHERIC CORROSION 
ARE FOUND. 








TEMPERATURE 104° !' THE PHuco 
REFRIGERATION 
HUMIDITY 98% LABORATORIES... 
A NUMBER OF SPECIALLY CONSTRUCTED 
ROOMS, INSULATED ON ALL SIDES, ENABLE 
PHILCO ENGINEERS TO OBTAIN ACCURATE 
PERFORMANCE DATA UNDER ANY DESI!RED 
CONDITIONS OF HEAT AND HUMIDITY. HERE ON 
THE OUTSIDE WALLS OF ONE OF THESE HOT BOXES? 


‘ 


INSTRUMENTS RECORDING THE VARIOUS TEST 
DATA ARE BEING CHECKED BY ENGINEERS. ‘ 
LJ 








fy 
ee 
44 


HOUSTON * 


4 


OF TEST KITCHENS KEY WEST 


AT KEY WEST, NEW ORLEANS AND HOUSTON, WHERE 
HEAT AND HUMIDITY GIVE REFRIGERATORS A 
X SUPREME TEST- PHILCO MAINTAINS PERMANENT 
: en ae FIELD TEST KITCHENS AS PROVING GROUNDS FOR 
WHY (IT WONT CORRODE NEW PHILCO DEVELOPMENTS. HERE, PHILCO 
REFRIGERATOR FEATURES AND MATERIALS OF THE 
ae ee See ee ee FUTURE ARE BEING PROVED TODAY, UNDER THE MOST 
ee are oe DIFFICULT CONDITIONS OF ACTUAL USE. 
ASSURE PROTECTION AGAINST CORR- 

OSION IN SHELVES AND EXPOSED , 
METAL PARTS. IN THIS INSULATED 
CABINET, METAL FINISHES ARE TESTED 
FOR HUMIDITY, SALT, FOOD ACIDS, 

AND OTHER CONDITIONS OF 
NORMAL HOME USE. 














PAGE 40 AUGUST, 1951—ELECTRICAL MERCHANDISING 





) Foro truck [ 
NEW YORK (7777 


Report No. 5135 (agy-7777, 


“On ‘hurry-up’ service calls 


Our Ford Panel runs 
for under 2'.° a mile!” 


—says DAN W. TERAN, Howard Television Co., 


“I've had experience with many makes 
of trucks, but none of them cost as little 
to run as my Ford does,” says Mr. Teran. 


And Dan Teran should know his running 
costs because he owns a TV fleet of 4 
Ford Trucks . . . entered one of them in 
Ford’s nationwide Economy Run! Here’s 
what he says about his 1950 Ford F-1 
Panel Truck: 


“During the Economy Run, the truck 
traveled 8,002 miles of stop-and-go, 
metropolitan traffic. Yet in spite of con- 
gested city streets, it cost only $164.51 
for gas, oil and maintenance with no re- 
pairs. That’s a thrifty running cost of 
only 2.06 cents a mile!” 


For smart customer service, this additional cost over standard F-1 


Like others who rely on Ford for low 
running costs, Teran is sold on the peri- 
odic, money-saving service he got from 
his Ford Dealer. For more facts on the 
trucks that last longer and save you 
money every mile—mail coupon below. 


new Ford F-1 5-Star Extra Panel 
for 51 is also a favorite with appli- 
ance men. It’s the only insulated 
factory-built panel truck in the low- 
price field! It features, at slight 


panel,a heavily-insulated headlining, 
masonite side lining, twin-tone horns, 
locks on all doors, foam rubber 
seat padding and many other extra 
values. Choice of V-8 or 6 engine. 


Availability of equipment, accessories and trim as illustrated is dependent on material supply conditions. 


POWER PILOT HELPS APPLIANCE MEN HOLD DOWN HAULING COSTS 


The Ford Truck Power Pilot is a simpler, fully-proven 
way of getting the most power from the least gas. It 
is designed to synchronize firing twice as accurately. 

You can use’ regular gas . . . you get no-knock 
performance. Only Ford in the low-price field gives 
you Power Pilot Economy. 


FORD TRUCKING COSTS LESS 


because FORD TRUCKS LAST LONGER! 


Using latest registration date on 7,318,000 trucks, life ins wance experts prove Ford Trucks last longert 


MAIL THIS COUPON TODAY! 


FORD Division of FORD MOTOR COMPANY 
3275 Schaefer Rd., Dearborn, Mich. 
Send me without charge or obligation, de- 
tail specifications on Ford Trucks for 1951. 
Full Line Heavy Duty Models 
Light Models Extra Heavy Duty Models 


Name — 


(Please print plainly) 
Address 





a a ee aD Zone____ State. 


Check here if student 
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Nationally 

Advertised 

180R AL 10 YEAR GUARANTEES 
ON CATRA. HEAVY COPPER BEARING 
GALVANIZEIO STEEL TANAS 

WHEN ORDEREO 

With CATHODIC PROTECTION 








automatic Glectric 
water heater sou 


Satisfied customers are telling a story that’s building more and more sales for DWW 
Automatic Electric Water Heaters. They're so enthusiastic they have to tell their 
neighbors about the extra comfort and convenience they're getting from their 
heaters—the plentiful supply of hot water the minute they need it—dependable auto- 
matic performance—trouble-free service. They’re turning prospects into customers 
who carry on this convincing sales story. When you sell one DWW Automatic Electric 
Water Heater, you start a sales chain that multiplies your profits again and again. 





DWW AUTOMATIC ELECTRIC WATER HEATERS OFFER THESE ADVANTAGES 


Plenty of clear hot water - Economy - Trouble-free performance - Advanced design 
* Precision engineering - Gleaming enameled casing - Upright models to conserve 
floor space, table-top models for extra work space - Adjustable thermostats - Extra- 
thick Fiberglas insulation - Underwriters’ approved heavy wiring - Double extra- 
heavy galvanized steel tank - Heat trap to prevent back circulation in piping - Heavy 
legs for sturdy support - Inlet and drain located to offer greatest installation con- 
venience * Cathodic protection by magnesium rod - Easily removable porthole cover 
* Chromalox immersion heating unit. D.W. Whitehead also features an ex- 
clusive baffle at cold water inlet, This prevents mixing of hot wate) 
with incoming cold, insuring consistently even water temperat 
and greater economy of operation. 


SWEWIH ITE 


D. W. WHITEHEAD MFG..CORP. 607 West Ingham A 
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A story worth repeating... 


LEK PROOF 


e@ Today’s uncertain conditions make the 
longer life of Ray-O-Vac LEAK PROOF 
flashlight batteries more important to your 
customers than ever before. 


That’s why we repeat the Ray-O-Vac 
LEAK PROOF flashlight battery story over and 
over again. In 1951, our consumer advertising 
—continued without interruption—will tell 
it more than 100,000,000 times! We don’t 
want the consumer ever to forget it. 


Since well before World War II, we have 
built a battery of such unique and superior 
construction that it could properly be 
called the Ray-O-Vac LEAK PROOF flashlight 
battery. And we have continuously featured 
LEAK PROOF in all advertising and promotion. 
It is now associated in the public mind 
as exclusive with Ray-O-Vac. 


Consumers like both these ideas—well over 
a*billion Ray-O-Vac LEAK PROOF flashlight 
batteries have been sold to date. Here is 
a tremendous foundation of customer 
satisfaction on which you and your customers 
can build a lasting business on batteries 
and flashlights—with Ray-O-Vac. 


RAY-O-VAC COMPANY, MADISON 10, WISCONSIN * RAY-O-VAC CANADA, LTD., WINNIPES, MAN. 
, \ | | ‘ \ 


| a a \ : i] 
\ eae \ ; } 
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Millions and Millions of Your Customers Will See This 


NEW KIND OF |g 
HEATER ADVERTISING 


BIW 9S 


QQ 


N 


Florence Heater Ads 
will appear in 


SVN SdMOwwds 


WH 


BIG NEWS FOR ALL FLORENCE DEALERS! Wherever you live. 


Full-color ads in America’s leading magazines a 
will tell heater buyers everywhere why FLORENCE +H “st mB: aS. 

HEATERS ARE FIRST CHOICE IN MILLIONS OF ee 

AMERICAN HOMES...and millions of American ict a: «'**4 10 the Hence cst EA 
householders will go to the dealer who identifies > a tered 

himself with the famous Florence name! Your s) i), 

local tie-in ads... your use of sales-getting CONE Seies Gominee "Value for77 Ye, 

Florence Display Material . . . your local promo- “: 

tion CAN MAKE YOU THAT DEALER! 


Win, Big Cash Pizes!o< 


You Can Win EXTRA Cpe While You Win New P ath 4g 
Customers...in the Florence Window Display Contest 
Cash prizes will be given to and national prizes. You can be 
Dealers who set-up the most one of the BIG Winners!!! Ask 
attractive Florence Heater Win- your Florence Representative 
dows. There will be regional for full details. 


or 


GAS HEATERS + LP-GAS HEATERS + OIL HEATERS * GAS RANGES 
LP-GAS RANGES } ELECTRIC RANGES + OIL, RANGES * COMBINATION RANGES 


FLORENCE STOVE COMPANY...General Soles Offices and Plant: Gardner, Mass. Mid-Western Plant: Kankakee, Illinois. 
Southern Plant: Lewisburg, Tenn. Other Sales Offices: 1 Park Avenue, New York; 1452A Merchandise Mart, Chicago; . , a — ad 
471 Western Merchandise Mart, San Francisco; 53 Alaboma St., S.W., Atlanta; 301 North Market St., Dallas. 
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WHAT THE 


FRANCHISE 
MEANS 


n 


ter 
any le N 
wr cometh 





| 
| 
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Sales Are Really ‘“Poppin’-Up” With 


CAMFIELD 


N\ 


AA 
LA 
Z 
EF 


\\ 


e— 


@ Camfield’s tremendous sales gain during the first half of 51 is today’s big 
news in the toaster field! Dealers everywhere are setting all-time records 
with Camfield, the on/y automatic toaster with complete controls at both ends! 


Camfield’s Sensational New Merchandising Plan Assures You Even Greater Sales! 
@ Camfield’s amazing new merchandising how this special toaster deal will bring you 
plan created a sensation at the Atlantic City your share of bonus business during August 
Housewares Show! Write us today and see and the coming fall season! 


All-Out Advertising Is Building Still More Demand! 
hard-selling ads in LIFE, SATURDAY 


@ Get ready for even bigger Camfield sales 
during the second half of '51! Because we're EVENING POST and other national mag- 
planning to back you up with twice as many azines as you got the first six months! 


Get In On Record-Smashing Profits! 
@ DISPLAY Camfield, the world’s finest merchandising material and tie in with 
automatic toaster, and extra sales are sure Camfield’s great campaign to boost your 
to come your way! So use Camfield’s free sales and profits to an all-time high! 


CAMFIELD 


Camfield Manufacturing Co. + Grand Haven, Michigan 


FAMOUS FOR BLUE 
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RIBBON APPLIANCES 


ONLY 
AUTOMATIC 
TOASTER 


With Complete Controls 
At Both Ends! 


ANOTHER NATIONAL FAVORITE! 
CAMFIELD 


World's Finest Automatic Coffee Maker 


@ A famous seller 
all over the country 
in less than one 
year’s time! 


@ Brews perfect 
coffee every time. 
Signals and stops 
perking when coffee 
reaches desired 
strength, keeps it 
hot indefinitely. 
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HERE’S A 
PACKAGE 
THAT’S LOADED 


WITH PROFIT! es 





f an ee 


Sell This Complete 8 Foot— 


4 U) 
bg WK OP U6 


7 








Join the hundreds of Dealers who have 
discovered what the new “Mrs. America” 
Package Kitchen means to sales and profits! 





The “Mrs. America” Package Kitchen is eligible 
for FHA terms. That means you can sell it for 
$37 down—only $12.51 a month with 2% years to 
pay. And it also means that you can get all your 
money the day the kitchen is delivered! 

Now anyone can afford a complete American 
Kitchen. And your customers can take advantage 
of a substantial saving by buying the package 
instead of buying individual units. In addition, 
they can add to it whatever other units they wish 
and still take advantage of the sensational saving. 









































Here’s what they get— 


54” double drainboard sink with deluxe 
faucet aerator and push-button spray 


* 
% two 21” base cabinets (tops in basic black, 
* 


























or at slight extra cost, in red-wing red) 


two 21” wall cabinets LDK-96 "Mrs. America” Package’. 
% two what-not shelves Kitchen—Only $369.95* complete! 
*Prices and specifications subject to change without notice. 
Take advantage of the nation-wide interest in this ee ee ome orepered. 
easy-to-afford, easy-to-install package kitchen. 
Take advantage of the liberal credit terms that bert § ws 
make American Kitchens easy to sell. Tell your ' cieaant nial Division” Con wil we 
customers how easy the “‘Mrs. America”’ is to get— ae manatees an American Kite? 
how easy to install—how it will fit any kitchen. Tell me; is aT OF mn in ™Y 
You know the famous high mark-up on American franchise f full details. 
Kitchens—so, get in on this profitable business 


while interest is high! Mail the coupon at right! 


American Central Division (VCO) Connersville, indiana 





You'd have to carry 
Me Q different washers 


to capture the W ringer market... 





4 different washers 


to capture the Automatic market... 


but you need 
only! washer 


to win the big 
Spinner market !* 





It’s something to think about! You'd need several 
different brands of both wringers and automatics 
to get the lion’s share of these markets. 


But there’s one market where this just ain’t so— 
the spinner market. There, one big important 


j 
Z 
field is dominated by just ove brand —the 
Easy Spindrier. =~ 
We think the point is clear, don’t you? , 
If you're not pushing the Easy Spindrier, it’s . 2 LAS 
obvious you're missing extra, top-profit sales that Oa 


somebody else in town is getting! Easy Washing 


Machine Corporation, Syracuse 1, New York. yy " | - 


MORAL: PushEAS Y, the easiest sale 
YUMER ANALYSIS FOR 1951... an independent survey con- 


ducted each year by co-operating newspapers. ‘G y) in the whole washer business ! 














* SOURCE OF COMPARISON: 15-MARKET CONSOLIDATED CON. 
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Ger his Mew -~ >. 


Stanless Steé/ 


IGEOUSOH 


BY ET —= 


...With your order for only 


h CAS [ () CASCO $19.95 $7.98 Profit per iron 
| new 


Steam and Dry Irons 
Me liher Steam bron Matehes Casco 


(billed at the extreme dealer discount) 


this sparkling new )° = 1 
beautiful FULL COLOR @™@ 





i self-selting display B~. 





CASCO 





r; 
oe 


multi- — million dollar 


4 


ANCHOR 
BOOSTER 


make it possible! 


tHe ANCHOR Sacburbanile THE ANCHOR Granger 
For Intermediate Reception For Fringe Area Reception 


ANCHOR RADIO CORP. 


2215 SOUTH ST. LOUIS AVENUE © CHICAGO 23, ILLINOIS 
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Electrical 
Merchandising 





“SHE WANTS A DEMONSTRATION!” 



































What's Happened to SALESMANSHIP? | 


Ever since the shortages of World War II we have 
been doing customers a favor by taking their 
money. But some, as these letters to manufac- 
turers show, are actually so ungrateful that they 
expect courtesy and satisfaction, too 


ire once more 

of moving 

only one answer 

Id, vigorous and con- 

structive specialty selling methods, with 
satisfied customer. 

30’s top 

was 


emphasis on the 
As far back 
tialty 


as the early 


realized there 
» to selling major appliances 
taking. A great deal 
money was spent building 


spec dealers 
much 


re order 


nizations capable of ren- 

iplete service to each cus- 

! ice included post-sale 

llow-ups and home calls by trained 
men and women who instructed each 
purchaser in the proper use and care of 
her new equipment. Business was done, 
in other words, on the premise that a 
customer paying several hundred dol- 


lars for labor-saving equipment is en 


ELECTRICAL 


MERCHANDISING—AUGUST, 


By ANNA A. NOONE 


titled to advice and instruction in its 
proper use, plus adequate servicing 
facilities for satisfactory operation. In 
these years before the war specialty 
ippliance dealers and their salesmen 
were educators in a better way of liv- 
ing, and the satisfied customer was con- 
sidered an important asset. 

war consumers have been 
m a gigantic spending spree. De- 
nand for electrical equipment has con- 
tinued at such a high level that many 


Since the 


lealers have abandoned all thought of 


1951 


cus- 
They 


! ‘lientele of satisfied 
tomers in their communities. 
have been too busy filling orders. 
\dequate instruction in proper use 
)f equipment is vital in our business. 
\nd the dealer who makes no provi- 
sion for post-sale follow-ups is making 
big mistake. Appliances have been 
greatly improved in design and _per- 
formance in the past few years. Even 
old users buying to replace worn-out 
equipment need complete re-education 
in the proper use of the models now 


being sold. This is true of refrigera- 
dishwashers and laundry 
equipment. Demonstrations have al- 
vays been necessary with ironing ma- 
‘hine sales, because the ironer requires 
nanipulative skill for satisfactory op- 
eration. 
Some horrible examples of selling 


tors, 


ranges, 


malpractice have come to our atten- 
tion in recent months. They range all 
the way from charging twice for free 
lemonstration and service warranties 
to trying to get an ironing machine 
back because the customer complained 
about not getting her free demonstra- 
tion. Here are some actual customer’s 
complaints received by manufacturers. 
Most of these examples are in the 
ironer field, but the principle applies 
to all other equipment in our business: 


These Dealers Charge Extra for 
Free Demonstrations and Service: 


From Beverly Hills Calif, a customer 
writes: 
“. .. They tell me I must pay $5 for 
a demonstrator to show me how to use 
my ironer, and $12 for a warranty. 
(Continued on next page) ? 
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WHAT'S HAPPENED TO SALESMANSHIP? (continued) 
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“C'MON, MAW, don’t be bashful, get up here and try it yourself 


From Washington, D. C 

“After purchasing our ironer with 
the understanding that we would re 
ceive instructions we were told the 
contract with your company had ex- 
pired. We feel the cost of instructior 


tl 
was Inc luded in 


our purchase price.” 


From Durham, N. C 

“We bought our ironer in Tona- 
wanda, N. Y., and had it shipped to 
Durham where we were moving. Your 
dealer in Durham will not give us a 
They 
say our Tonawanda dealer should have 
given the demonstration.” 


demonstration unless we pay $5 


From Hyattsville 


bottom of bill for $8 


for an explanation. The man in charge 
said I had not 


trat 


Ta yn 


purchased the demon- 
ind tree 
amounts to $8 The distri 


service tor one 
-which 
buting company in Baltimore had sent 
m a bill and he in turn was sending 
he bill to me. Will you please answer 
so that I 


going on I cet 


this letter direct to me may 
, 
KNOW what is 


tainly do not feel I 


just 
wwe $8 for a det a 


onstration that is supposed to be “free 


North Arlington, N. J 


In purchasing 1 


From 
ny machine the dealer 
charged me for the year’s guarantee, 
also for a home demonstration, which 
I never received. Also, it says in your 
book the year’s guarantee is included 


with the purchase of the machine.” 





From Chicago, Ill. 

“I had no instruction in the use of 
my ironer because the store informed 
me that there was an extra charge for 
From Mars, Pa. 

“Have never received instructions, 
ilthough we paid $10 for same. I think 
it’s high time a demonstrator got here, 
since it’s almost two months since we 
purchased our ironer.” 

From Philadelphia, Pa.: 

“Even though we paid for the serv 

ices of a 


demonstrator, she never 


came.” 


Instances of Shoddy, Sloppy 

Dealer-Customer Relations 
rom Seattle, Wash 

[ purchased my ironer in September 
the understanding that one was in 


ck at the time. I waited and waited 


The clerk who answered 

| ntly promised 
> next few days 
then 
learned | 
machine, but would have 
This is no reflection 


ut upon vour dealer 


two months, 


Y vember I 


duct. } 


Indianapolis, Ind 

On February 10, 1951, after much 
lebating about whether or not to buy 
in ironer without being able to avail 
myself of the 10-day free home trial 
offer, as advertised in the national 
(the local stores laughed 
when I asked about this offer and said 
they weren’t receiving any machines 
ind had no I finally 


magazines 


demonstrators ) 
purchased one from a dealer. 

“At the time the dealer said he 
would call a former demonstrator to 


help him. But she never came. After 
waiting a reasonable time I got in 
touch with the distributor and was told 
their demonstrator was home ill. I 
later talked to this woman and was told 
there were more than 30 dealers in 
Indianapolis who received from one to 
five machines a month, and that it 
would be some time before they could 
give me any help at all. ‘In these times, 
there are customers than ma- 
chines, so why worry about trying to 
please any one particular customer,’ 
was her answer. 
“Irritated with 


more 


this woman’s un- 


interested manner I said I was dis- 
gusted with the ironer and was ready 
to send it back. Then she suggested 
that ‘if I felt that way about it, I 
should return the machine to the dealer 
who would be easily able to sell it to 
any one of ten other people.’ 

“Finally the dealer called and asked 
me to return the machine because I 
had gotten him in trouble with the 
distributor. 

“What I'd like to know is: 1. When 
properly used, is it supposed to do 
little girl’s dresses? 2. Should one 
have to wait indefinitely for the home 
demonstrator? 3. Should the customer 
have to make her own arrangements 
for demonstration, or should not the 
dealer take this promptly? 
4. Should the home demonstrator be 
in such a powerful position that she 
place a dealer in a spot so that he 
demands return of a machine? 5, 
Should we return this ironer, for which 
we paid cash, or does your company 


care of 


not wish to please the customers who 
unreasonably (?) ask for a 
supposedly part of the 
itself ?” 


ser vice 
appliance 


Examples of Inadequate 
Servicing Practices 


From Detroit, Mich.: 

“Approximately two months from 
delivery, the arm which controls the 
press handle, which is welded to the 
control in the grease box, broke loose, 
and upon contacting your agent in 
Grand Rapids, the machine was re- 
paired. However, at that time, the 
repairman forgot to replace the gasket, 
and the entire supply of oil in the 
grease box leaked out into a basket of 
clean clothes under the ironer. 

“Numerous calls and letters to the 
dealer were to no avail, and the ma- 
chine has been out of use since. I have 
now moved to the city, and have natu- 
rally taken the machine with me, but 
at present time all it does is occupy 
space.” 


























“WE KEEP the freezer down here, folks. Not much call for it, you know.” 
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From Jersey City, N. J.: 

“Early in February I purchased one 
of your ironers. I was promised with- 
in a week or ten days to have complete 
check-up demonstration. I had to wait 
until March 3rd for complete delivery. 
I was told on March 5th a serviceman 
would come to put in oil. Now, prac- 
tically a month later, no one has yet 
shown up. Your demonstrator called 
and arranged for me to call her when 
the ironer is ready for her instruction. 
Is this what you call service?” 


From Sewickley, Pa.: 

“One day while in Pittsburgh, my 
husband bought me an ironer. I am 
very proud to own my ironer and find 
t wonderful. My mother, however, got 
1 bad deal with her ironer. It was de- 
livered with the front panel hanging 
ff. She about it and it took 
veeks to get that fixed. No instruc- 
Months went by, 
andthe 
ted to leak oil on the 
yk three o1 


vicemen turned uf 


called 


ever came 
machine 
clothes 
more calls before 

They looked at 

uuld have to be 
1 nths 


instructor, 


tour 


machine, said it 


n back, but not that day. M 


-they 
Wher 


y mother’s experience 


ore to do 

ichine I tol 
to the serviceman at the store I con- 
tacted, and finally mother got someone 
to fix her machine. I believe, as so 
many others do in this town, that this 
particular dealer should not be allowed 
to sell such a fine product if he has no 
more interest than that.” 

From Pasadena, Texas: 

“In the past five months my ironer 
has been returned twice for service. 
The machine delivered to us was de- 
fective. The dealer who sold me my 
machine has no service department, 


and they asked me to contact a firm 


YOU'RE ONE of the lucky 


ones 


Mrs. Jones C t 


ok us four months t« 


get around to your demonstration!” 





here, which I did. The repairman was 
not familiar with this particular ironer 
and preferred not to work on it, 
especially since the machine was new. 
Finally, the dealer had the machine 
picked up and supposedly repaired. 
3ut when I again tried to use it, the 
knee controls would not operate. It 
was more than another month before 
the dealer picked up the machine. Now 
almost two months later I asked for 
delivery and was advised that the truck 
was enroute with the ironer. We have 
had no further word from them and 
delivery was never made.” 











YOU ADVERTISED a free demonstration—and then you send me a bill for $5! 
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From Salt Lake City, Utah: 

“The other day it became necessary 
to replace the switch on my ironer, 
which I have had for a number of 
years. We cailed various local dealers 
and found none of them had a suitable 
switch. We were referred to one 
sales and service organization who we 
were advised were your servicing 
organization in this locality and were 
informed that they didn’t know wheth- 
er or not they had a switch, but that 
they purchased their switches from 
another company and suggested that 
we call them. They did say they would 
order one which would be available in 
a week or so. Asa user of your equip- 
ment, we consider this a very poor 
arrangement if it becomes necessary 
to wait several weeks to obtain replace- 
ment parts. 


From Portersville, Calif.: 

I’m disappointed about not receiving 
the steel cover. It was my under- 
standing when I accepted the ironer 
that I was getting a machine with a 
cover. As of this date, six months 
later, I haven’t received it. Had I 
known I couldn’t depend on this dealer 
I would have bought elsewhere. 


These Customers Were Unable to 
Get Instructions 
From Long Beach, Calif.: 
“Have been unable to 
home instruction.” 


obtain any 


From La Jara, Colo.: 

“T have not been able to get any 
instructions and am terribly disap- 
pointed for I ce:tainly need help, espe- 
cially with dresses. We bought our 
ironer November 1, 1950, but have had 
no instructions.” 


From South Boston, Mass.: 

“I haven’t had the home instructor 
down yet. I’ve had my ironer three 
months. 


From Waban, Mass.: 
“The instructor never came—we are 
still waiting after three months. 


From Vermilion, Ohio: 

“T didn’t have a home demonstration 
as it was impossible for the instructor 
to go out of her territory.” 


From Salmon Falls, N.H.: 
“Didn’t receive a home demonstra- 
tion because of the distance.” 


From Natrona. Penna.: 
“The home demonstrator 
showed up—why? why? why? 


From Holden, Wash.: 

“Because of the location of Holden, 
I was unable to get a home demonstra- 
tion.” 


never 


From Seattle, Wash. : 

“Have not had any home instruc- 
tions. My only complaint so far is that 
I have torn several garments on the 
forming board. Since I have not yet 
had any instructions perhaps this prob- 
lem will be solved at that time.” 


From Watertown, Wis.: 

“T received my ironer as a Christmas 
gift. To date have had no instructions 
and am very anxious to do so. I’ve 
been informed by the store where the 
machine was bought that they have no 
home demonstrator, but that I should 
stop at a department store in Milwau- 
kee and watch a cemonstration. Mil- 
waukee is 45 miles from home, and I 
can’t see taking a basket full of clothes 
that distance to see them ironed.” 


. , 29 
(Continued on page 132) 





JOE RAK'S NEW ANGLE... 


‘ -_ 


<- 


Church Cooking-Schools 


s 


TIMING OF SCHOOLS for which > Rak p > ind gets the prospects makes it easy for neighborhood mothers to attend. Schools usually begin at 1 pm 


Kids sell the tickets to church-sponsored schools and 
500 new appliance prospects develop from each session 


By FRANK A. MUTH 


it 1 pm, just in time to permit mothers 

to attend after they have taken their 
ap] you ‘s back to school after lu 

Ave. in 

ell should ring ‘ed, but they are not handed out 

od and some kid — until the final build-up. Each guest is 

a ticket (20¢) asked to fill out a card containing 

ing them for questions that reveal the appliances 

i cooking scho ‘ held in a local she now has and the next item she 

Joe gives prize to the would like to own. About 2,800 people 

sters to spur them « attend the average school and from 


’roceeds from the tic 1 400 to 500 good prospects are devel- 
$600 per school, ti he yped, 

The Scott Electric oking Wedding bells toll for Rak, too. He 

a separate organization, puts keeps an eye on neighborhood ro- 

show, and Joe Rak coo} Ss, mances, watches couples from the 

» church members is I engagement stage, and after the wed- 

iudience, which sees the cx di he calls on the newlyweds and 

} liar | ith a gift. At the same 

ts appliances they can 

buy for their home. Furthermore, he 

h direct mail literature 

anniversaries. 

\ll this is an outside operation. To 

ad get people into the store, Rak’s col 

donated | lects gas electric bills, bringing 

booths < ! in tiaft 4,000 to 5,000 peopl 


KIDS SELL the ti 


ierchandise Joe Rak sticks 
t the churcl 


no one particular line, but loads his 
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* 
COOKING SCHOOL SCHOLARS fill out cards which list 


appliances presently owned and pr 
those wanted next 


INDEPENDENT organization, Scott Electric Cooking Schools, actually stages the events. Church 
pace for naming members provide the audience. Foods are donated by food manufacturers who set up booths at each 
school. Many appliance prizes are obtained at cost from manufacturers 


vide 


RAK KEEPS in touch with local events, by reading Polish newspaper. Area has 
heavy Polish population and he makes many sales talks 


i 
- 
‘ay 


FOLLOW-UP on brides with a free gift, such as this electric clock, helps to 


in their language insure that they will remain steady customers throughout their lives. 


x months is 
replaced. If a customer isn’t satis 
fied the firm takes the merchandise 
I but before doing so, sends a 
1 to the home to find out the trou- 
Often the appliance does stick. 
plaints usually arise when some 


the ceiling. Any item that dn i = Peat. iL Oe 
ar¢ more than six hs “= " 


Pa ¥ 


ippliance improperly and 
iny good. 

ot started in business back 
he lost job < 
radio manufactur 

k pay in h gh I 


layed them 


HEAVY INVENTORY crowds Rak’s store to the ceiling, but his promotions, plus fact that he collects gas and 
electric bills, brings traffic of 5,000 people a month. 
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BETTER THAN CASH allowances, says Urner’s of Bakersfield, Calif., is the offer of premiums. They don’t cost the store 


mucr 


regular trade-in allowance 1rouse more interest and create more sa 


Every one of these ideas works— because all have been used by retailers. Some, 
like premium offers, you may recognize. Others, like reconditioning a used appli- 
ance after you've sold it, may well prove to be both new and profitable to you 


total retail 


of this assortment was $31.75, guaranty is 


and a coffeemaker. The 


Time ot 


enough to 


a stated number of months. 
long 


time of 


+ ] > le 

Colorado alue made 
. , 

above the actual wholesale cost to ( 

rhis made possible what ap- 


The Electric Center of 
Springs turns most of its trade-ins over [aT ver at least the 


the firm 


payment 
for resale to an auction house which 
furnishes the name and address of the 
purchaser to the store. About two 
months later a salesman from the Cen- 


peared to be a larger trade-in allow- 


ance an lal ) gave a vi ible item which A guaranty of free service on 
could be featured in advertising and 


. appliance for a year is what sells trade 
on the sales floor. 


in appliances for the Christensen 
The fact that the customer pays full E Casper, Wyo. In 
rice for the appliance bought and that Mr. Christensen’s experience a 90-day 

premium given for the trade-in is 
accepted at a separate 


The 


ter calls on the new owner of the trade- 
in and often finds that he is in the 
market for purchase of new and better 
equipment, especially when he finds 
that the trade-in will be 
full value on 


slectric Co. of 


ll guaranty is not enough, because it 
less of implies that the appliance may break 
rice cutting and is less readily com- down shortly after that time. It pays 
to charge enough for the reconditioned 
the auction Xesponse has been much better than ippliance to i ] 

Son f the old ones have made tl when the equivalent amount in cash 


transaction savors 

new purchase 
anniianc 22 “ . 

old appliance shipped bi: in a price shopping expedition. 


vermit a thorough over 


1 
t 
haul job wh 
guaranty. 


ich warrants the ye 
ered. By varying the merchan- 
time to time, 
’ in particu 
1 


by t 


interest can be 
lar seem 4. WAREHOUSE 


presse¢ y the con Because Mehagian’s of P 
» thee can tate tanme 
h they can take ho ne, Ariz., has made a specialty of 
rtner in the firm, 
luction in the cost 


trade, the store’s regular custo1 
tt good purchasers of tr 
When the found that 


accumulated quite a collection 


store 


appliances with no purchasers 


ts regular clientele, it 


convert 





portion of its warehouse on th 


EDITOR'S NOTE 
articles. The 


This is the first of two 
second, 10 More Ways to 
Boost Trade-In Sales, will appear in an early 
issue of Electrical Merchandising 


skirts of town to : han 


ms on the highway 


NA. 
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CLOTILDE G. TAYLOR 


road as possible. The fact that the 
warehouse is located near a main road 
connecting one of the more modest 
suburbs with the center of town meant 
that it was strategically placed to 
attract the attention of most 
likely to be interested. The main 
appliance repair department of the 
store and its delivery facilities also 
from the warehouse, 
makes for efficient operation. A con- 
siderable crowd was attracted to the 

warehouse sale and after that 
the department functioned 
with its own group of customers. 


those 


operate which 


initial 


rmally 


. te 
usual color 
Want Ad 

Hardware C 


runs 


MERCHANDISING 





REGULAR STORE DEMONSTRATIONS of an ironer, promoted by advertising and 
telephone invitations, and coupled with a free trial offer, brought dealer Ned 


Home trials resulting from telephone 
calls to customers and store demon- 
strations sell 42 ironers in three 
months for Newell Appliance Co., 
Mesa, Arizona. 


By HOWARD EMERSON 


HOW NEWELL’S DEMONSTRATIONS AND FREE TRIALS SELL IRONERS 


ELECTRICAL MERCHANDISING—AUGUST, 1951 


Newell of Mesa, Ariz., nearly $12,000 gross in ironer sales in a period of only 
three months, and paved the way for sales of many other appliances. 


‘4000 a Month in lroners | 


\ 7 HEN a dealer can gross nearly 
$12,000 from sales in a 


three-month period, in a city of 15,000 


ironer 
pe ople, he is leading the way in a field 
outstanding 
selling techniques or impressive sales 
records. Ned Newell, owner of Newell 
\ppliance Co., Mesa, Ariz., achieved 
this volume by concentrating on two 
simple and available selling ideas—and 
working at them. 


that seldom has shown 


By arranging for six Ironrite store 
lemonstrations—one every other Sat- 
urday for twelve weeks—and making 
] ions produce prospects 


1 10-day free home trial, Newel! 


the demonstrat 


Appliance Co. put ironers in 46 homes 
and closed 42 sales. This gave Newell 
an average of 14 sales a month during 
the promotion period, compared to less 
than a one-a-month average for other 
dealers in that area. It meant for this 
dealer a three months sales figure that 
was 34 times as large as his store’s 
ironer sales for the previous full year. 

It was that effective, but of course, 
not quite that simple. Not only did 
Newell arrange for the demonstrations 
ind offer the free trials, but he utilized 
almost retail method of 
making demonstrations and free trials 
work. He knew his market area and 


every store 








NEWSPAPER ADVERTISING serves a double purpose in promoting Newell’s ironer 
Jemonstrations. He put copies on store window, door, and counter to get attention 
f heavy Saturday traffic, and shoppers for other electrical items 


SELLING FOLLOWS the demonstration for those who show interest. Cooper shows 


net stylings ir make it a question of which to buy instead 


C { lel c t 
Jen cabinet mode! because of storage 


TEAMWORK. Couple attracted by advertisement on door, get individual selling. 
While demonstrator Faye Bloomstrand shows the housewife the use value of the 
ironer, store sales manager Dale Cooper, right, gives husband the product story. 


PAYOFF FOR ADVERTISING comes with sale. Advertisement has best effect in 
getting visit from couples who are ‘going to look at an ironer someday” but 
need the attraction of a demonstration to get them into action 


Advertising Reaches the Mass Market... 


nrite newspaper 

product, to register favorably 
ight read the advertisement but 
attend the demonstration; and 


ulability of Iree home ti 





vn name (Mrs 


Ironrites 


Newe 
honed selected groups 


inothet 
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OLD CUSTOMER responds to Newell's telephoned invitation, brings son and CLOSE UP of same ironing problem is second step. To show how puffed sleeve 
daughter-in-law along to interest them. Demonstrator Faye Bloomstrand follows of children’s dress is handled, Mrs. Bloomstrand gets prospect closer—closer to 
pattern, starting with ease of ironing normally difficult items the objective of sitting down and trying it herself 


OBJECTIVE accomplished as the prospect sits down. Under expert guidance she SUCCESS of the demonstration—a free trial in her own home is arranged for 
overcomes initial fear of ironer as ‘‘machinery,’’ finds controls are not unlike prospect by Newell saleswoman Margaret Erhart, center, who is scheduling date 
those of sewing machine, and develops important ‘‘pride of ownership.” for delivery and demonstration on prospect’s own laundry. 


... But 'Phone Calls Bring the Best Prospects 


expressed an interest in an ironer, those who have tomer who has purchased an ironer. They are told 


i known ability to purchase a big ticket appliance, about the demonstration so they can come in and 

rejecting those who still have a heavy balance ask about any ironing problem they are having. 

being paid off on previous purchase \lso, they are told that they would be doing 
Not missing I 


a bet, Newell invites every cus Newell’s a favor if they brought with them a friend. 





nal appeal was made to ne demonstration, coming back two lieve an ironer isn’t safe or easy to 
group of users to bring in a friend lat often inging ; rate. The experienced demonstra- 
ghbor who had seen tkeir ironers he dealer who believes that ! k “are of those sears and 
1 who had expressed an interest in he home trial r two ironing days loubts, making it easier for the sales- 
one. is the n ctive sales method, th pers yet an ironer into the pros- 

Ihe response to the demonstrati demonstration serves ll ' ! pect’s | m trial. 
good evidence that many wome loes it create an in t in tl ase hile it might seem that the Newell 
interestec ! ly in an ironer, doing hard job and in the ranizati had to neglect its sales 
it need some special reason to go in f ig, it comes ¢ rt or ‘rigidaire and other appli- 

look at one. Newell’s found that "; 


ral women witn “| more than cl aa th nd hap if may MORE> 
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DELIVERY of an ironer for free trial always is planned for two or three days 
previous to the pr s normal laundry day. This gives woman chance to try it 
yet used to the controls, and find place to keep it 


pect 


very few 


Tew times 


r 


itt ir. 
SECOND DEMONSTRATION is thorough. Cooper comes back on prospect's ironing 


use of the ir 


rt Ibove, is one f the stron 


xy. shows full problems. A 


in most 


laundry 
ng points 


mer as it works on her own 


jest selli homes femonstrator, Mrs. Faye Bloomstrand 


Home Trials Make the Most Sales 


ler 


Similar 


FIRST DEMONSTRATION, given by salesmanager Dale Cooper at time of delivery, 
covers only basié instruction in use of switches and controls. Cooper is one of 
men in the country certified as lronrite demonstrators. 


THIRD DEMONSTRATION follows the sale, when in keeping with lronrite policy 


purchaser must be given demonstration in her home by distributor-hired certified 


thod of creating 
riority, and getting 
erested to apply what the 
but the 
ies it at home 


wn troning 


ing, 





ent ironer 
In talk- 
after the yner, Newell smelled escaping 
Investigation showed that an old 
heater functioning poorly 
a large water 
to the homes 
ie trial offer, 
» to sur- 


uccepted tl » was delivering 


But 
several ca 
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u or drop in, I want to 
1 about getting a 
irigerator or range). 

ore’s dollar vol- 
om ironers, during 
yromotion was more 
justify the activity. 
ironer deal 
is an outstanding 


End 


new 


the ¢ 
I 


is an 


MERCHANDISING 





USER’S TESTIMONIAL IS RECORDED ON TAPE BY ANNOUNCER .. . 


Testimonials Sell TV 


Broadcasting of recorded statements of TV own- 
ers lifts sales back to pre-Christmas level for 
Modern Sales Co., Fairhaven, Mass. 


Pm -OWNER Rav Shurtleff and the standpoint ot area coverage and 
sales manager Walt Jason of _ staff talent, you'll throw your money 
the Modern Sales : ut the window.” 


1, Mass 


needed a g id In the 


WBSM, 


what 


office 


every 


time-sales 


( Shurtleff bared 


st quarter 
| ( 
irectly 

interview the 

house with a tape-record- 
Why women? “Don’t they 
wipe no of the household 
folks do want udget? Women definite 
about what they want for their homes 
just entertainment value of a 
set, but decorative beauty, con- 


dy of the 
ing outfit 
yntrol 85 percent 
mor al iter all, have ideas 
['V sets. Many people haven’t the 
down payments, but just as many are 
because of uncer- 
tainty color and UHF recep- 
tion. They’re the real prospects. We're 
not going to sit back here, hoping for 
ly to walk through the door.” 

Shurtleff got his idea, picked up 
the phone and called recent TV cus- 
tomers from a list at his elbow. “How 
lo you like the Crosley you bought 
from us?” When 10 percent of 
the homemakers replied with instant 
praise, he queried, “Would you be 
willing to say over the 
Armed with yesses, he then contacted 
radio station WBSM. As any smart 
will, he gauged the facts: “No 


how ad idea is, if 


—not 
TV 

venience of operation, sizing, ease of 
They see more about a set 
wverage male salesman, 


simply hesitating 
about 
cleaning. 
than can the 
who can’t equal their oral effect on 
ther ladies.” 

2. From the tape recording, 
WBSM’s engineering staff would make 
official 16-inch recordings (ET’s) for 


somebor 


airing. 
On Air Twice a Day 


air?” 3. These 14 to 24-minute home-in- 
terviews would go on the air 
a day five days a week. Not however, 
just anytime—but at 9:25 am (an ex- 
cellent daytime hour as proved by sur- 
National 


that 
twice 


dealer 


matter good your 


the ad medium you select is poor from  veys of the 
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AND DEALER RAY SHURTLEFF (RIGHT) GETS NEW TV CUSTOMERS. 


Broadcasters) and 6:25 pm (the sup- 
pertime spot). 

4. Shurtleff figured on a five-minute 
“Musical Moment” show to break up 
the talk portion of his presentation: 
an opening of brief introduction music, 
a plug for Crosley products as tied to 
him with the official Crosley slogan, 
and a “teaser” for listeners to stay 
tuned to hear a talk with “one of your 
neighbors.” From this curiosity hook, 
the show slipped into the 
Next, an instrumental piece of music. 

“It had to be instrumental,” says 
Shurtleff, “for you don’t want any 


interview. 


other follow the housewife’s 
testimonial and steal the influence of 
her words on the listener’s mind.” 
Following the music, Shurtleff came 
through with a 30-second Crosley TV 
jingle, which is available to all Crosley 
dealers. And a WBSM announcer 
caught its tail with a “live tag”, urg- 
ing listeners to trade in small-screen 
television for big-streen Crosleys. Fi- 
nally, “Listen again every day at 
9:25 am and 6:25 pm for another visit 
with one of your neighbors. . .” 
experience, WBSM 
m page 142) 


voice to 


From told 


(Continued 
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They See Selling as TWO Jobs 


Calcasieu Lumber Co., Austin, Texas, plans its appliance department operation 
right down the line. When they plan their sales they plan to get new prospects. 
And when they make a sale they’ve already planned ways to get rid of trade-ins. 


teaching thet 


t vear the appliance department of Calcasieu 
2. Insure the success of the salesmen and the 


mber Co., Austin, Texas, sold nearly $1,000,000 2 
0 6 vorth of merchandise—and five years ago Calca- sales operation by planning. Show a man how to 
sieu did not even have an appliance department. plan his career and his day-to-day work. Every 
\t that time, William S. Drake, Jr., the firm’s step of work preparation and execution must be 


president, appointed W. W. Gates as manager of planned. 
In Gates’ book thorough, planned exploitation of 


+ i 
Getting Prospects the new department. He built it into one of the 
leading sales producers in the Southwest by prospects is impossible without a good prospect 
following two major principles: list, so, as the pictures on this page show, Calca- 
sieu’s sales supervisor, Terry Young, first does a 


) to work and work in the right way. 





picking 


e e 
For New Appliances v2 ‘rricsont owen 
men who want to make selling a career and by thorough, planned job of getting prospects 


Planning 
Introduction & 


Approach 





Presentatioy 
Demonstrat 
Close 

Follow Up 


Records & Re; 


LONG RANGE and short range plans are surveyed every morning by Gates (center) 


SIX STEPS to selling are the bible upon which W. W. Gates, manager of Calcasieu’s 
rs Ken Reveille and Terry Young. Sales objectives are planned 


@ppliance department, base his program to train professional salesmen.” and sales supervis¢ 


EVEN THE GROCER on the corner hears a lot about 
home problems from housewives. Young asks him 
about homes being modernized or remodeled. 


PLAN for prospecting sends Young to company’s 
service, credit and accounting departments. Here he 
gets names of customers of other departments 


ASSIGNED the job of getting prospects, sales super- 
visor Young starts with the newspaper, scans legal, 
church and club announcements for likely names 
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SALESMEN in other fields are often good 
lead providers, so Young calls on the 
man who sold him a car and with whom 
he often exchanges prospect lists 


OB No. 2 


Disposing of Trade-Ins 
Through Rentals 


DAMAGED or used merchandise forms the bulk of the 
Corral’s rental stock. Service manager Jack Corbitt 
and store manager Carl A. Olson figure repair costs. 


THE METER rental plan for trade-ins is explained to 
a customer by sales supervisor Roy E. Knight. If she 
likes, the meter can be set to take extra quarters. 


ELECTRICAL MERCHANDISING—AUGUST, 


A WIDE AWAKE service station man 
)ften knows a good deal about his custo- 
mers, so Young calls on him and gets 
names of possible appliance buyers. 


Calcasieu’s reliance on planning extends even to 
the disposition of used appliances. Early in 1950 
the firm opened a branch store, the Corral, at 522 
East Sixth St. in Austin as an outlet for trade-ins. 
Managed by Carl A. Olson, a product of the com- 
pany’s “work right” training program, the Corral 
operates a highly successful rental department. 
Ninety percent of this rental merchandise is used 
or damaged trade-in stock. Some of it is new 


COMPLETE RENOVATION of trade-in merchandise is 
supervised by Corbitt (left) because satisfactory per- 
formance is essential to maintain good rental volume 


DELIVERY of a rental appliance costs the customer 
$5. Rentals are not limited to refrigerators, also 
include ranges, washers, sewing machines or irons. 


1951 


NEW HOMES in neighborhood often start 
waves of modernization, so Young calls 
on an Austin resident, asks if he knows 
any neighbors who plan to remodel 


INSURANCE salesmen Len Russon and 
Lew Troiano get into lots of homes. 
They’re not only prospect providers, but 
also might make appliance salesmen. 


merchandise. New refrigerators, for example, were 
rented out during 1950 at 33 cents a day providing 
an income of approximately $500 a month, but the 
Corral has also established a substantial sales vol- 
ume in new appliances. Last year, for example, 
the store sold 1,000 new refrigerators. Most trade- 
in rentals are made on a meter plan which can, if 
the customer desires, be so set up as to lay away 
payments for eventual purchases. 


FINAL POLISHING completes renovation of a refrig- 
erator. Repair costs may have been $12 or $15. The 
appliance will rent for as much as $12.50 a month 


CONSTANT PLANNING keeps Corral operation 
strong. Salesmen Albert Lange and G. G. Vasquez 
plan news sales effort with Knight and Olson. END 
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9,000 People Search For 
“THE THING” 


A popular song title is all dealer W. H. Cobb needs to 


dream up a two-week promotion that introduces a new 


line, gets immediate sales at his Denver, Colo., store and 


will keep his prospect lists filled for months to come 


APITALIZING on the popu 
larity of a novelty song, and in 
viting Denverites to 
Thing” concealed 


} 
I 


in his showroom re- 
cently 
( bb's, 

W. H 


upon the 


rought nearly 5000 people into 
Denver 
( obb, 


applic dealership. 
the firm, hit 

e sales and 
introduce the 
\pex line, with which he has recently 


head of 
stunt to stin 
time to 


at the same 


been franchised 
We felt that our neighborhood lo- 

ation, far out of the usual shopping 

district, was against us,” he explains, 

“and that if we could stage some pro- 

motion colorful enough to get people 

to drive out of Visit us 
l uld be bound to improve.” 


their way to 


rmastone 


ind glass s} 
1 extreme N 


10W- 
rth Den- 


+ 


ited i1 


ment ned, “CAN 

THE THING?” 

KNOW WHAT 
WE D( 


nofa 


rean 
and 
THE 
y!” Each 
horrified 
len box on the 
ited wners 
Cobb’s between Fel 
to find The 


concealed in the 


ruary 3; 
Thing, whicl 
visible 
inside or the outside 
Offered as 


1 


showroom, 
from either the 
of the stor: 
The Thing 


matic was} 


were 
a new Apex auto- 


prizes 
) radio, a pair of 
lovebirds in a cage, and an aquarium 
with t 


TI 


find “The 


rge newspaper ads 
1an 2500 people visited the 
the first week. Each was 
required to sign a registration card, 


uring 


listing appliances owned, 
name, address and telephone number. 

Cobb glamorized the 
interior brilliant 
atop the refrigerators, 
miniature signs 


is 


| already 
entire 
gold crowns 
gold and red 
indicating specializa- 


store 
with 


tion in kitchen remodelling, automatic 
laundry installation, etc 
Bigger and Bigger Crowds 


Through the two weeks, crowds 


grew larger every day, prompted by 
more newspaper advertising and ban- 
ners on the the Cobb 
noncom- 
yntest 
Thing 


side of store. 


] 


and h ined 


1S salesmer rem 
' 

mittal, telling querying c 

that The 


completely visible in the 


en- 
trants merely was 
l showroom. 
| everything from a tile 

~abdinet keep 

ippliance liter in,” he es 


rr* 
identified me as 


we 
smiles. 


the cards 


even 


1iOWup list W 


*t 
ajor 


yf the final drawit 


nd 4800 entrie 
] 1 boxes in 


? 
00 p.n 


announcing how- 


rew four of the entry cards to 


away the four major prizes, two 
which were won by visitors among 
ie crowd. A youngster was picked o1 
f the crowd to do the actual drawing. 


When the washer, radio, etc., were 
lisposed of, Cobb invited the visitors 


in the store to comb over the displays in 


invited 


it to look at 


h of The Thing. 


searc 


1 
i 


When the re- 
ing confusion became too great, he 
ew a single card from the box and 
the woman had entered 

“the front center of the 
tore.” He hinted that The Thing was 
itop a new Admiral refrigerator, but 
fter much searching, the 


not locate it 
} 


nit 
ut 


who 


woman 
After she gave up, 
was chosen, and Cobb hinted 
into examining closely a_ gold- 
sign, atop the box, which gave 
1951 Admiral. There 

ym the group as a d 


discovered it 


imed 


yzen 


End 





CROWDS swarmed into Cobb's store every day for two weeks searching for 
“The Thing’’, which Cobb had advertised as visible but which he did not describe. 


i 


4 












































a . 

c 
EVERYONE who wanted to search for the prize was required to fill out a registra 
tion card listing appliances already owned, name, address, and telephone number. 


NO ONE correctly identified ‘‘The Thing’, despite the thousands of entries, until 
the final day, when, with hints from Cobb, this lady discovered it was a secret box 
in the corner of an Admiral display frame. ‘‘The Thing’ was a ticket good for 
10 gallons of gasoline at a neighborhood gas station 
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MORNING SELLING and coffee conferences at Glueck & Stanton, Baton Rouge, find owner Glueck sitting prominently in the center of his 
staff—but he lets his salesmen, the home economist and the service manager do most of the talking. 


ake Four Salesmen Do the Work of Twelve 


It’s easy, says Louis Glueck of Baton Rouge, La. All 
you have to do is make them feel more like participants 
in the business than like employees. And you do that 
with little things—like informal discussions instead of 
stuffy sales meetings 


NO IDLING SALESMEN lounge around the Glueck & Stanton store to wait for 
business. They go after it and frequently Glueck himself holds the floor, as here, 
to make sales to walk-in customers. 
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cc OME on—sit down and have 
t: a cup of coffee.” 

This is Louis Glueck or Ba- 
ton Rouge, La., speaking—and Mr. 
Glueck is not talking to a prospective 
customer. Not directly, anyway. The 
fact is, he’s reaching several hundred 
potential buyers of electrical appli 
ances, but he is directly addressing one 
of his salesmen. 

“We’ve found that you can inspire a 


better job over 


salesman to do a much 
a cup of coffee than you can at a formal 
sales meeting,” says Mr. Glueck, who 
as head of Glueck & Stanton, one of 
Baton Rouge’s leading electrical appli- 
ance dealers, knows it is his salesmen 
who keep him in business. 

“Therefore, except on unusual oc- 
casions, we just don’t hold sales meet- 
ings. Every morning we get the coffee 
pot bubbling merrily, pass around the 
cups and saucers and tackle whatever 
problems we have on hand.” 

This “family circle” type of sales 
meeting has many advantages, accord- 
ing to Mr. Glueck. First and most im- 
portant, it makes the salesman a par- 
ticipant in the meeting rather than one 
who sits and listens. He brings up his 
problems of selling in a purely con- 
versational way and the added infor 
mality spurs him to unburden himself 
as attenclance at a more formal meet- 
ing never could. 

That this is an unusual approach in 
getting salesmen to sell, Mr. Glueck 
readily admits. But the “let’s have a 
cup of coffee” attitude is the Glueck 


way of gaining the confidence and 
loyalty of his salesmen, and inspiri 
them to exert that extra effort high 
means better business for both the 
salesman and his company. 


Salesman Is Top Asset 


“Regardless of how valuable ya 
your assets,” he declares 
“such as your reputation in the coms 
munity, your contacts, the service you 
render, your name brand merchandis® 
and all the rest, it’s still your salesmeft 
who occupy the top spot. They caf 
keep you in business or pretty soon 
get you out of it. 

“We've been holding this type of 
meeting now for about two years, and 
we have found that such informal gath- 
erings give the salesman a better start 
in the morning and bring him closer 
to the other salesmen, with the result 
that there is a healthy practice of the 
Golden Rule among them—no bicker- 
ing over prospects, help from one to 
another and a fine fellowship all 
around. It is a morale builder as well 
as a practical step in appliance selling.” 

At a Glueck & Stanton “family cir- 
cle” meeting, a salesman can get all 
the advice and pointers he is likely to 
need. Usually present are Mrs. Doris 
Amos, the firm’s home economist and 
demonstrator, who is always ready 
with helpful suggestions on problems 
which the salesmen encounter; the 
service manager, or some 


consider 


other rep- 
resentative of the service department, 
(Continued on page 144) 


PAGE 65 





rPALNAUVCL?T 


a 


— 
ait. 
A POTENTIAL CUSTOMER breaks into a pleased smile as he steps under the 


grill of an attic fan at the Lipscomb Appliance Co. Displays such as this one 
help the firm sell more than 125 attic fans a year. 


reasons 


ATTIC Pisa D E. LIPSCOMB 
7 that one of the most desired and 

. ee in the world 
is sold, people 
rt ever since 
realized that,” 
vns and 

at 3390 

nn. “And 

the hot, 


which 
st of the 
attic fan 


I have 


DEMONSTRATION of attic fans by 
Lipscomb (left), 
explanation of t 


begins with a full 


ow the fan operates 


EXPERT FAN SALESMAN, Mrs. Lipscomb, is adept at explaining to Memphis 
housewives how a small investment in window fan ventilation 
efficiency, aids health and adds to greater living comfort. 


increases 
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They Sell COMFORT 
Not Just Fans 


Comfort and relief from hot and muggy 
weather are the things that Floyd Lipscomb 
stresses to his Memphis, Tenn., customers— 
an approach that sells 125 attic fans and 
innumerable window and pedestal models 


every year 


“The idea we like to stress to the 
customer is that he is buying a cooler 
and more comfortable existence rather 
than just 


“Since 


a fan,” declares Lipscomb. 
most of our are aimed 
at the small home owner with a pro- 
portionately small budget, we try to 

him that he isn’t buying a 
luxury item at all, but something that 
will increase his efficiency, the value 
of his home and the tone of his health, 

1 


as well as his pleasure and living com- 


) 
saies 


convince 


fort.” 


Sales Force Is Small 


iles force is com- 
and his wife only, 
carries installation 

its rolls. Mrs. 

a fan salesman 
1 frequently accom- 
he makes calls on 
» hours 


not used frequently 


by the Lipscombs, since they feel that 
fans are a specialty product. In selling 
the Hunter fan line, they use five major 
methods. These are (1) demonstration, 
(2) advertising and promotion, (3) 
display, (4) sidelines, and (5) through 
old customers. 
“Demonstration 
best and most 
selling fans,” 
know that 


1 


the store, he 


is, of course, the 
successful method of 
Lipscomb says. “You 
when the prospect enters 
is thinking of two things: 
whether this fan will take care of his 
ventilating problem and whether he 
can get the most service out of it for the 
least outlay 
tion 


of money. The demonstra- 
must be designed, therefore, to 
inswer these two questions. 

“We must show him the capabilities 
vf the fan, explaining first of all, its 
fund f circulation and 

t of space it can cool. The 
average customer doesn’t know exactly 
(Continued on Page 80) 


umentals of air 


EASY INSTALLATION of window fans is impressed upon a prospect by the 
Lipscombs, who frequently follow up such store demonstrations by an after- 


supper call at the prospect’s home. 
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Flash fromWashingto 


> LEWYT SALE 
a . 


Bern f Myees Genre! Seles 


of Jos. M. Zamoishi Co. in Washington, 0.C 


“Sold 206 Lewy! 
sn first 2 days: 





Hottest Cleaner 
Promotion Yet! 


“Oee Furniture Store void | Lewy! Cleaners m 2 
Another Lewy! Grater vetd 20 @ first 4ay—2 over 


ssveuntan § in Cincinnati 


Read the amazing reports from deal- 
ers coast-to-coast on Lewyt’s record- 
smashing “1¢ Sale”! Rollman’s in @ 
Cincinnati sold 34 Lewyts in 3 days! 
Boston Store in Milwaukee sold 38 
Lewyts with 1 ad! Wilson’s in Syracuse 
moved 23 Lewyts in2days! 2 New England 
dealers sold 23 Lewyts with one small ad! 
Backed by the greatest advertising 
drive in cleaner history, they’re all selling 
Lewyts in volume now! So can you! 
Start today! Get more profit per square 
foot with the famous Lewyt Market Place! 
Cash-in on your store traffic with the 
proven Lewyt 10-second demo! Draw 


that LEWYT 

one cleaner dealers 
are selling in 

= Volume foday! 


new customers by the score with the sen- 
sational Lewyt 1¢ Sale! Get the whole 
“Lewyt Story” from your distributor! 
Start cashing-in with Lewyt now! Tie-in 
your store with Lewyt’s Dealer Identifica- 
tion Kit! Get set for the heaviest advertis- 
ing and sales promotion program ever 
put behind any vacuum cleaner. It’s yours 
this Fall when you Do It with Lewyt! 


DO IT with LEWYT 


LEWYT CORPORATION, Vacuum Cleaner Division, Dept. M-8, 60 Broadway, Brooklyn 11, N. Y. 
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Carl Harvey, of Nobel County, 
Indiana, raises hybrid seed corn...for 
three successive years was the county 
champ, getting yields of 122-168 bu 
per acre... but in 1950 he made more 
money from grass than from corn. 

Inaugurating his pasture feeding 
program a few yearsago, today Harvey 
beef 


grass-feeds 20 


% heifers, 8 dairy 


72 spring pigs, 150 feeder lambs, 
and a chi ken floc k 


bee {. low cost milk, low cost pork, low 


cows, 


gets low cost 


mutton, and low ! 


His mea 


him handle 


cost chickens 
dow and pasture system lets 
of livestock 


ould with grain feeding. 


twice as much 
as nie ¢ 

Che best farmers increasingly find 
that during the pasture season grass 
produces economical meat and milk 

provides stock with a diet high in 
protein, minerals, and vitamins, saves 
soil and rain runoff, cuts labor time 


and effort the cattle harvest their 


own feed! 


Farming is a big business . . . which 


today improves yesterday's methods 


Grass 
is Gold 


by research, experiment, and practical 
field studies, reducing labor and time, 
using machine hours instead of man 
power, developing new ¢ rops, hardier 
varieties...making present practices 


yield more profits. 


“* 

es 

Le 
"Uv 

{ 


irm house an accelerated 


living standard has outmoded much of 


vesterday . the homemaker has an 
eve on esthetics as well as efficiency 

the newest in air conditioning, radiant 
heating, indirect lighting... modern 
kitchens and laundries where electric 
current lightens labor and household 


chores, increases leisure. 


Best advertising opportunity 


are the nation’s best with 


farmers, 
a decade of peak prosperity, a big 
backlog of 


the drive for all-out farm production. 


saving, vast needs from 


Mostly missed by general media, 
the choicest class market is reached by 
SUCCESSFUI 


FARMING... Concentrating 


more than a million of its 1,200,000 
circulation in the 15 agricultural Heart 
states, with the best soil, best techniques, 


best methods, best 


brains, and best 


incomes—the average subscriber easily 
exceeds the national farm average 
earnings by 50°,! No advertiser gets 
top home sales without this market and 
medium! Full facts, call any SF office 

MEREDITH PUBLISHING COMPANY, 
Des Moines, Also New York, 
Chicago, Detroit, Cleveland, Atlanta, 


San Francisco, Los Angeles. 


lowa 
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QUICK AND THOROUGH demonstrations are a must for a firm that wants to sell 
hurried shoppers—women who, like this office worker, takes a few minutes off 


at lunch time to prospect for home needs. 


Downtown Selling 
is Different 


The five profitable stores of the Electric Co. in Nash- 
ville, Tenn., got that way because their administrative 
set-up and selling methods were designed for the 
heavy, hurried traffic of downtown locations 


J ' yL 
Electric Company shops in down- 
town Nashville, Tenn. There are 
f them, all strategically located 

ain business streets of Nash- 
ll of them well staffed and 

1 stocked to serve the electric appli- 

public. 


hardly miss one of the 


yn has been a major factor in 
program of the company 
beginning back in 1939, 
R. R. Townes, an energetic 
s; man, the big firm has 
Hotpoint’s oldest and larg- 
the middle Tennessee 

past 12 years 
locations 
we could 
explains 
We get the window shop- 
hopper waiting 


ur downtown 
than 


the suburbs,” 


any 


in 


for the bus, 
pping housewife as well as 
the family. Downtown, we 


shops does an annual 
ting into six figures and 
ume of the company 

d 


1 
| 
centered 


lars yearly. 
ps are 
ining blocks 


Each Shop Has a Manager 


operate by placing each shop 
1 separate manager,” explains 
“He is responsible for 


Mr. Townes. I 
t, production and training 


Tage 


Mr 


the con 


ELECTRICAL 
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of his salesmen, for the displays on 
his floor, for his methods of demon- 
stration, and other sales factors. How- 
ever, all advertising is done in the 
name of the Electric Co., with all 
stores mentioned in it, and overall sales 
policy and merchandising programs 
are worked out in the central office 
here to apply to all five stores.” 

A “downtown” merchant must oper- 
ate in a different manner than the 
suburban appliance shop, Townes 
points out. First of all, most of his cus- 
tomers are different. A good many of 
his sales are made to working house- 
wives who find it necessary to shop 
during lunch hours, at night or in 

time. Consequently, demonstra- 

have been streamlined to speed 
up the operation while retaining the 
thoroughness necessary to fully explain 
the equipment shown. Then again, a 
good percentage of customers are men 
whose wives meet them downtown for 
short shopping tours. This means that 
selling must be pointed toward the 
male mind as well as the female mind. 
Shopping hours must be adjusted also, 
and all of the Electric Co. shops stay 


open at night until nine o’clock or 


later. 

The company also does outside sell- 
ing, plenty of it, but the emphasis has 
been placed on selling from the down- 
town stores to shoppers who come 

wn to buy 


1951 


A 


nll 
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EYE APPEAL is all-important in drawing downtown traffic into the five stores of 
Nashville’s Electric Co., so, in addition to contests and advertising, the firm puts 
appliances right out on the sidewalk to catch prospects. 


“We concentrate on getting the 
heavy downtown traffic into the 
shops,” Mr. Townes. “Appear- 
ance of the shop windows, lighting, 
appliances in actual motion, television 
turned on and store decoration 
are all factors in downtown selling 
because they appeal to the eye and 
get the attention of the shopper.” 

Mr. Townes has found that an un- 
usually good method of drawing down- 
town traffic into his stores is via the 
contest method. A contest, he points 
out, when properly exploited and pre- 
sented in a show window, will stop the 
average shopper immediately. 

Mr. Townes that his 
usually have some kind of contest 
under way at all times. Last fall, he 
conducted a “Who Is Mr. TV?” con- 
test which was highly successful. A 
mysterious voice over television sta- 
tion WADA, requesting identification, 
advised listeners to go to one of the 
Electric Co. shops for registration and 
an opportunity to guess the owner of 
the voice. The prize was a Crosley 
television set, the response was tre- 
mendous and the prospects obtained 
through the stunt provided an excellent 
sale in television sets. 


says 


sets 


stores 


Savs 


Other Contests Score 


Other contests included an essay 
competition, with participants writing 
on the subject: “Why I’d Want to Buy 
A Hotpoint Range From the Electric 
Co.” Still another contest was con- 
ducted over one of the Nashville radio 
stations and was designed on the order 
of a popular radio show. Prizes are 
always plentiful on these contests and 
Mr. Townes estimates that an average 
number of participants is more than 
1,500, Sales results are always high, he 
declares. Of course, the contests are 
featured in all of the Electric Co. shop 
windows with signs advising the 
reader to step inside and register. 

The technique of selling in down- 
town shops does not radically differ 
from merchandising in the suburbs, ac- 
cording to Mr. Townes. Methods are 
the same, he says, but they must be 
applied differently. 

“We do the same thing the suburban 


res do,” Mr. Townes says, “but we 
do it more thoroughly. We have to, be 
cause our traffic is larger and we have 
many more prospects actually in the 
than suburban dealers have 
Door-to-door selling is still good, of 
course, Dut it doesn’t compare with 
having the prospects come to you.” 
Naturally, display 
part in the 


stores 


plays a_ big 
selling progran 
since eye-appeal is the big factor in 
drawing downtown traffic. Where it is 
possible, he places washing machines 
out on the sidewalk in front of the 
shop, keeps windows clear enough for 


Townes 


passersby to see equipment operating 
inside—such as washing machines 
swirling clothes, fans bobbing balloons 
or a television program under way. 
Window displays in each of the five 
shops are changed frequently, not less 
than once each week, with different 
appliances featured each time. Time- 
liness is important in these displays, 
and the colors of opposing football 
teams may be woven into them, or wel- 
come signs to visiting firemen, teachers 
or 4-H Clubs may be used in the dis- 
play design. 

Inside each of the shops, the con 
ventional arrangement of appliances 
usually predominates, with refrigera 
tors lined up together, washing ma- 
chines grouped and television or radio 
apart. But for variety, the 
managers sometimes group 
such objects as washing machines and 


sets set 
Townes 
television sets together to dramatize 
the possibilities of giving the house- 
wife more freedom to get away from 
drudgery and enjoy entertainment. 
“The real secret of selling in a down- 
town store,” declares Townes, “is hav- 
ing alert salesmen. We train ours to 
cater to the shopper who is in a 
hurry. Every possible short cut in 
demonstration, without _ sacrificing 
taken. In our five 
stores we have 30 salesmen, all of then 
trained in quick, efficient demonstra 
tion, dramatization of appliances and 
follow-up of customers interested in 
the displays. The salesmen are re 
quired to know our products thor- 
oughly and to be expert in comparative 
lling.” End 


thoroughness, is 


se 
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AS PROMOTION-MINDED as he is employee-minded, Larry Kahl partici- 
A customer of his once won the grand 


pates in manufacturer compaigns 
prize in a Bendix contest and this young lady won a free Crosley refrigerator. 


Employee Benefits Pep Up Sales 


Kahl Appliance Co., Freeport, IIl., has never lost an em- 


ployee—which is one good result of the extra effort made 
Another is the way they work to 


hard and willingly, whether they are servicemen 


EMPLOYEES work 


to keep them happy. 
never lose a customer 


clothes 


eT used to sit on the 
for ten months, now they sell like 

’ said Mr. Kahl 
carries six brands 
ind on each large sale the cus 
s $50 worth of frozen food 
zers $25 worth. Once a 
tion of cook 


Tree 
ynstrati 


> is a dem ) 
baking cookies and cakes, 
g 
7 +1 
lung ciotne 


Let’s Have a Party 


BECAUSE they get extra benefits like frequent company picnic 


AND INTEREST-FREE financing for their homes | 
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.. WO OTHER REFRIGERATOR HAS IT! 
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The Genuine Deepfreeze Freezer Compartment! 


Sure, there are lots of good refrigerators on 
the market. But you can tell your customers 
that only one—the new Deepfreeze Refriger- 
ator—offers the genuine Deepfreeze Freezer 
Compartment that stores more than 50 Ibs. of 
frozen food and actually keeps ice cream hard! 

Separate freezer shelf inside the freezer 


Top Value 
Throughout! 





@ Aluminum Shelves! 

Easy to clean. Flexible arrange- 
ments provide maximum storage 
for all items, including gallon milk 
bottles, turkeys, large hams. There 
is a space and place for everything! 


@ Two High-Humidity Crispers! 
Transparent—contents visible 
from above as well as from front. 
Keep more than a half-bushel of 
fruits and vegetables fresh and 
crisp. Slide in and out with a touch! 


@ Five-Year Protection Plan! 
One-year warranty on the refriger- 
ator— plus an additional four years’ 
protection on the hermetically 
sealed, dependable mechanism. 


Write usorcontact your Deepfreeze 


distributor for full information on 
the valuable Deepfreeze franchise! 


There’s Only One Genuine BPeepir 


REFRIGERATORS °@ 


HOME FREEZERS »* 


© 1951, Deepfreeze Appliance Division, Motor Products Corporation - 
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compartment holds ice cube trays and dessert 
tray. Below the freezer compartment is the 
insulated, full-width Frozen Storage Drawer 
that stores packaged frozen foods, meats, 
and quick-chills salads. 

Your customers want to know about these 
Deepfreeze advantages, together with the 


Ceitnleie lies a A eh 


All Products of Deepfreeze, North Chicago, Illinois 


1951 


mw TRADE-MA 


ELECTRIC RANGES ° 


ones below. Pointing them out will lead to 
more sales and profits for you. 

The trade-name Deepfreeze aloneis a potent 
selling “‘plus.”’ It is famous the world over 
as the name of the /eader in low tempera- 
ture appliances... the pioneer name in home 
freezers... the name that built an industry! 


“The Door that 
Stores More” 





‘ 


@ EGGSTOR 
Keeps eggs at your fingertips, yet 
protects them from breakage. 


@ BUTTER BOX : 
Keeps butter ready to spread. © 
Eliminates trying to spread hard ~ 
butter. f 


@ HANDY JUGS 

Exclusive with Deepfreeze! Hold 
juices or water ready for instant 
use. No more fumbling with jars 
and makeshift covers. 


@ HANDY BIN 

Exclusive with Deepfreeze! Trans- 
parent! For storing small greens, 
truits and vegetables that might 
get crushed in large crispers. Easily 
removed—just slip it out! 


@ BOTTLESTOR 
Easy-to-reach storage of tall quart 
beverage and milk bottles. 


Refrigerator 


Z 


REG. U. S. PAT. OFF. 


ELECTRIC WATER HEATERS 


Specifications subject to change without notice 
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MERIDIAN, MISS. 


GRAY SALESMEN load trucks every morning with equipment which they believe 
they can sell that day. If the salesman is a new one, W. C. Gray, right, owner 
of the firm, will go along 


IF THE HOUSEWIFE is interested, the salesma ill give her a demonstration. 
Gray salesmen feel they are pr the rural housewife with 
fruck-to-consumer selling 


viding a rea 


RAYS 
YS APPLIANCE € 
pian, miss 


No Door-Openers Needed 


Because people around Meridian, Miss., are used to 
buying groceries and staples from trucks, the five 
truck-to-door appliance salesmen of W. C. Gray don’t 
need give-aways to earn their eight percent commis- 
sions with yearly orders of $150,000 








AT HOUSES in the suburban and rural areas, Gray salesmen talk with housewives 
and offer their merchandise much in the same manner as do traveling stores. 


New power lines are followed closely. 


ONCE THE NEW REFRIGERATOR is installed in the home on approval, the Gray 
salesman makes certain the housewife understands how to operate it in a manner 
which will give best results and satisfaction. 





a4 OR 16 years my idea of ap 
Fe ian selling has been to send 
merchandise out to the con- 
sumer,” says W. C, Gray, of Meridian, 
Miss. Mr. Gray, who owns the radio 
and appliance firm which bears his 
name, is a real veteran in this phase 
. selling. 

From the time he went into 
back in 1934, he has been an advo- 
cate of the system which calls for load- 
ing up trucks and driving them along 


} 


yusiness 


highways to the door of the cus- 


been pretty successful 


rural 
tomer. He has 


vith it, too. Today, his firm is one of 


AUGUST, 


Kelvinator’s 


major outlets in east 
VI acl 
1 


innual 
sales volume in excess of $150,000 
“We operate 


are assigned to five different terri- 


ssissippi, and tots up an 
with five trucks which 


tories in our selling area,” Mr. 
explains. “This 
divided that it « 
ered by five salesmen, each of whor 
is responsible for his fifth of the ter- 
ritory.” 

The Gray system of selling operates 
this way. A salesman is given com- 
plete authority in the territory which 

(Continued on page 136) 


sales territory 


‘an be completely cov- 
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Model 422 
IT’S G. E.’S FINEST AM TABLE RADIO 


Actually gets more stations than big consoles 
selling as high as $250. Special tuned RF stage 
helps separate stations close together on the dial 
with knife-sharp accuracy. Special oval speaker. 
Illuminated slide rule dial. Striking cabinet de- 
sign. Congo brown, alabaster ivory. $34.95* 


on 
You Can fa L pow confdlence nm — 


GENERA 





CASH IN on this great sales-closing 


idea! A traveling beam of light actu- 
ally “spots” each station as you dial. 
Makes tuning quick and easy, even in 
the dark. Customers love it—ONLY 
GENERAL ELECTRIC HAS IT! And what 
tone — what all-round performance 





for a low cost radio. This new G-E 
beauty is a natural for every room. A 
great gift item! AND— you can offer a 
choice of alabaster ivory, Persian red 
or Congo brown—all at one low price. 
Call your General Electric radio dis- 
tributor, today! $24.95* 


General Electric Co., Receiver Division, Syracuse, N. Y. 





(46) AM-FM TABLE RADIO 


Entirely new — 

systems, = eo . 

“ . 

pri oo self-contal 
.. new tone control - - 

“sunburst” dial. 
plastic cabinet. 
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Two tuning 
one for FM. 
“ j-in” 

for real pul 
er mer antennas 
. easy-to-rea' 


Deluxe mahogany 


$59.95" 


*Prices subject to change without notice, 
slightly higher West and South. 
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1. TRAFFIC for the Nu-ldea Furniture and Appliance 
Co. in New Orleans is encouraged by ads like this 


which stress big selections, low prices self-service 


3. SHOPPING AID is a self-service memo and pen 
cil which prospect picks up near front door to record 
ippliance feutures, prices 


VV HEN some f the bi ains first in- 


troduced the id ( self-service, many 
tartled grocers pooh-poohed the whole business. 


“It will never 


they said. “You'll sell 


It takes the salesman’s touch 


were in from the 
was found that the exact 


selves 


lian 
ideas bor- 
field, self-service has 
lea Furniture 
lin New Or 


fav Qs 


2. EASY PARKING for Nu-Idea customers in con- 
gested city area stimulates trade. Many Nu-ldea 
customers enjoy shopping unmolested by salesmen. 


4. NO SALESMAN approaches prospect as she stops 
before row of refrigerators in huge showroom, al- 
though she can get help or a demo if she wants it. 


lhis is psychology selling,” Mr. Schnieder says. 
“We continually stress the idea of being an appli- 
ance super mart. Look at the things we do to 
: mers’ imaginations— 

service. Real self-service. 
upa shopping memo to make 

TS as he pleases over O 
ol display space, 


we got thet n before the re- 

turn of credit restrictions— today we average 
hig! payment than the law demands 

to show that our customers are 


AUGUST, 


Self-Service Store 
Eliminates Selling 


“Appliances aren't food; they need to 
be demonstrated,” says most of the in- 


dustry, but A. H. Schneider recently 
opened up a self-service store in New 


Orleans and, so far, is making it pay 


5. HER SELECTION MADE, the shopper gets a sales- 
man to write up her order. Big percentage of sales 
are for cash; down payments on time sales are large. 


people of good means; we do not sell borax or 
off-brand appliances. 

“In every advertisement we stress the words, 
“Cut-Rate Prices.” But we are careful to also 
note the fact that cut-to-the-bone prices do not 
apply to fair-traded merchandise, even in an appli- 
ance super mart.” 

Schnieder’s system, he says, is “all psychological 

Picture the appeal to the customer’s 
ion of tremendous selections, nationally- 
ippliances at real rock bottom prices, and 
e to pick and choose without bull 
<ious salesman. 


ling, 


ymote the idea of this kind of se 

specific appliances. We rarely picture any ap- 
pliances in an ad, and never mention a price 
What we mass-sell is the advantage of shopping in 
an appliance super mart. The pictures we use are 
those of people, or of things which dramatize our 
idea. Recently, for example, one of our ads pic- 
tured the skyline of New Orleans—upside down. 
Che headlines explained that our system was turn- 
ing the town upside down. And it is.” End 
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wae 


Combination 


ELECTRIC REFRIGERATOR 
| AND FREEZER 


‘\\T/ 
a \I ae 
= 


No Rival Can Match All 


These Many Advantages You've seen other 2-door combina- 
@ TWO big 10-ft. models, not just one, 


for your competitive advantage. reer gr es gt P ) tions but “you ain't seen nothin’ yet” 
Se ee | 2 i) a —wvntil you see these magnificent 
© POWERFUL full 4 H.P. compressor wi ee q new Gibsons. Check them detail for 


normally requires shorter operating $ i sf ‘ 
time, saves wear. i¢ . = detail against any rival. You'll see 
@ ALL TITANIUM PORCELAIN freezer } ; fan } . . “ 

locker, acid- and chip-resisting. i al Asi that no one else matches Gibson 
@ DOOR RACKS on lower door, food- 


A mncnlingn one a — Ore : point by point with features that 
Sogo sah aS apathy ee eel. FOR THE FACTS ON GSU 
of temperature. : g oe RANGES, FREEZERS AND REFRIG- 


®@ Gibson-approved insulation from 


minimum 3” to 5” thick all 4 sides, top ee > on } ERATORS SEE YOUR GIBSON DIS- 


and bottom. 


@ SEPARATE CONTROLS for upper and ‘ay i tk i GZ he TRIBUTOR OR WRITE GIBSON 
lower sections. ‘ Bs 
* Eachsive Gibson SWING'R CRISP'RS o — : DIRECT . . . TODAY! 


with Magic Floating Lids. | ETT 
@ PRES-TOE DOOR—excelusively Gib- | i i THERE IS A B ER GIBSON 
son’s—not only opens lower door at MODEL FOR EVERY CUSTOMER AT 


touch of toe but also closes it when , 
-esshe ae Se | C= | A PRICE FOR EVERY PURSE 
@ MANY OTHER easily showable, self- . = —————— 
selling benefits! 
Product specifications subject to change 


Model 
without notice. \ if TD-1091 








av. Ve 
ae? Se 


» 


ie | 


ry 

\ \\ pes | 
| fihson 6,000,000 home 
GIBSON REFRIGERATOR COMPANY, GREENVILLE, MICHIGAN appliances proved in use throughout 


Copyright 1951, Gibson Refrigerator Co. the world since 1877 
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CARTOONS ATTRACT DRIVE-IN REPAIRS: Maybe appliances will be in short 
upply, maybe they won‘t—but Dixson Appliance Co., Aurora, Colo., is preparing 

emphasize service, just in case. Cartoons in front of the service shop draw repair 
traffic, and gleaming rebuilts out in the open sell themselves to passersby. Car- 
toons are changed periodically to feature different appliances 


IONS 
a 
COVERED PARKING AREA CEFIES WEATHER: Bad weather holds no fears for 
customer f Modern Appliance Co., Oklahoma City, which occupies the street 
floor area of tl uburban structure. A good half of the street level houses a 
covered parking area additional parking space is needed, it is available at the 
rear of the building 


PROMOTE ELECTRIC HEALTH DEVICES: To many people, a promise of better 
health is a more effective appeal than any other. Taking advantage of the fact 
that barbers and beauty parlors have acquainted the public with electric mas 
sagers, Northern Supply Co., Milwaukee, demonstrates them constantly. Salesmen 
persuaded 120 of the firm’s customers to buy them last year 


GIFT-WRAP HOUSEWARES FOR PROFIT: In cooperation with the electric house- 
wares gift campaign, Dennison Mfg. Co. has designed these attractively gift- 
wrapped electric housewares packages. Dealers can get instructions for wrapping 
appealing packages from the booklet, ‘How to Gift Wrap the Dennison Way,” 
which shows how to add the little ‘“extra’’ that brings repeat sales. 
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At The Top in Everything But 
Price — this is the de luxe model 
Preway, feature for feature, dol- 
lor for dollar, the greatest value 
ever provided dealers in a qual- 
ity built electric range. 


In every town there are appliance dealers who stand out. 
You know them by the showmanship of their windows, by the 
aggressive action of their sales promotion, by the persuasiveness 
of their advertising. You know these men, too, as opportunists 
— always the first to get behind the promotional excitement 
that is the very heartbeat of merchandising. 


These are the men who are exploiting Preway — electric, 
gas and L. P. gas ranges that offer sensational values pricewise. 
Only by direct comparison can you appreciate what Preway 
provides ... only by a knowledge of the facts can you appraise 
this merchandising opportunity . . . only by alert, open-minded 
thinking can you prepare to be ahead of your competition in 
the days that are to come. 


If the challenge in this situation appeals to you, your inquiry 
for complete information will be most welcome. 


\ \ $ \ 
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bigger PROFI 


Cant 


There is no finer electric blanket! 
Lectricover has many great extras be- 
cause it’s made by the world’s largest 
manufacturer of electric blankets! 


...MORE VALUE! 


if you are business to make money... 
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the retail price... 


Lectricover sells for $5 to $10 below 
any comparable full size electric 
blanket on the market! It’s America’s 
Greatest Electric Blanket Value! 


..- MORE VOLUME! 


get the facts about Lectricover 





— the ONE electric blanket that offers... 


for your customers 


margin for you 


e 5 YEAR GUARANTEE 

on complete external warming control 
@ Unique Patented Thermostats 

Hermetically sealed and double anchored. 
@ Really Automatic Control 
. Supersensitive, yet sturdy. Set it and forget it 
the margin for you... e Perfected Warming Element 

Made by a special exclusive process. 

| @ Full washability and mothproofing 
Lectricover is the real money maker aoepene Ba key ee 
in electric blankets because there's a © Prize-winning Presentation Package 
bigger spread for you! Just compare A “natural” for gift selling. 


the figures and see! @ And of course UL approval 


Not just safe but fool proof when used as directed 
..-MORE PROFIT! 


plus: Plenty of sales helps in a hard hitting sales 
* promotion and advertising program! 











Ask your distributor — or write Lectricovers, Inc., 330 Fifth Ave., New York 1, N. Y. 
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They Sell Comfort 


omeeeeCONTINUED FROM PAGE 66°—— 


how an attic or window fan operates 
and usually is surprised and more in- 
| terested when it is explained to him. 
By learning the size and arrangement 
of his own house and talking in terms 
of it, we draw a mental picture for the 
customer of just what the fan will do 
for him personally, and that’s what 
he wants to know. If it is an attic fan, 
the demonstration also is slanted to 
show him how it fits in as a permanent 
part of the house, without taking up 
additional room or requiring extra 
gadgets. If it is a window fan, he is 
shown how air is drafted in a natural 
way, and so on. During a demonstra- 
tion all of his questions must be an- 
swered promptly and fully, since he 
wants to be sure of the product and 
hesitation implies doubt. 

“Some of our most effective selling 
is done by making calls on prospects 
after supper, when both the husband 
and wife are at home and we can go 
over the house, pointing out step by 
step, where the fan will be located and 
how it will affect the bedrooms, the 
living room, the kitchen and other parts 
of the house. If the husband and wife 
are sold together, you have satisfied 
customers, definite assets for future 

“ é business. 

» hi Tce fe | f 4 bY q y :7 } “To answer the second thought in 
D , :| % Je re? * | the prospect’s mind about outlay and 
am value received, we point out to him that 

the fan may be bought as a package 

deal—the fan, the grill, the switch, the 
mountings—everything completely in- 
stalled at a flat price and a service 
guarantee included. This, of course, is 
fascinated us as youngsters—and that still stir DE business, there’s a way to designed to appeal to the small home 
us when we think of them again. do that: See to it that owner and his budget. On attic fans, 
‘ every electrically heated we help the buyer with his financing 
through FHA and otherwise offer all 
appliance you handle is the assistance possible in making the 

heat-powered with purchase load easy for him.” 
Nichrome.* For 

Nichrome is the superb electrical heating alloy 

that is the very heart of good appliances every- fans, by advertising and promotion, is 

hunger and struggle where. Its proven dependability assures con- centered mainly on newspaper adver- 
on until finally they sumer preference—gives you a sensational plus tising and the yellow pages of the tele- 

“got out of the woods” value at the point of sale. phone book. Such advertising is modest 

and is designed to remind the reader 

and found a way to With Nichrome, your selling job is easier, only that he may find almost any type 
live happily. and you avoid those familiar complaints which or variety of fan at Lipscomb’s. How- 

“the woods are full of.” Yes, with Nichrome you ever, several other factors contribute 

to draw traffic to the store, such as 

the shop’s location in a choice Memphis 
(Continued on page 84) 


It’s. fun to remember the stories that In the appliance 


There’s the one about Hansel and Gretel, 
for instance, the two kids who had to shift for 
themselves in the forest. After all kinds of per- 
plexities, they stumbled upon a house made of ae ae 


cake and candy, which helped them stifle their The firm's second method of selling 


The moral may 
steer straight for that 


sweet satisfaction that 
comes from greater sales 
volume, increased profit 
—prestige that has cus- 
tomers always heading 
your way. 


be: Just keep plug- 
ging, whatever happens, and you'll win out 
in the end. But you can draw a much smarter 
lesson from the H and G story: Stay clear of 
the woods, and make sure of your cake with 
the right kind of merchandise! 


Nichrome’ is manufactured only by 











Driver-Harris Company 
HARRISON, NEW JERSEY 


BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco 








Manufactured and sold in Canada by The 8. GREENING WIRF COMPANY, LTD., Hamilton, Ontario, Canada 


“OH, HOW NICE—YOU FREEZE YOUR OWN 
*T.M. Reg. U.S. Pat. Of. PRICES!’ 
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KRESKY “EVENHEAT” MODEL 


One of seven dependable Kresky Oil 
Floor Furnaces, a complete line to 
meet any customer's heating needs. 


Proncering Leadershif~ 
Scace 1910 
* 
FLOOR & WALL 
FURNACES 


BASEMENT & 
UTILITY 
FURNACES 


SPACE HEATERS 


STORAGE & 
AUXILIARY 
WATABR HEATERS 


* | 


anele) 
FURNACES 


‘fe a ig New Appliance Market! 


Make sales where you have never made them be- 
fore—in the basic home heating field. Kresky Oil 
Floor Furnaces heat an entire house—yet they are 


compact, attractive, as easy to install as a washing 
machine... a natural for any home appliance dealer. 
And there is a big market for Kresky Oil Floor 


ONE . 
- \ Is 


Only 10% Down — Kresky Oil Floor Furnaces qualify under the most liberal Govern 


ment credit terms. They are easier to sell because they are easier for your customers to buy. 


ELECTRICAL 


MERCHANDISING—AUGUST, 


1951 


Furnaces among millions of small home owners— 
waiting for alert appliance merchants to cash in on 
it. Kresky units move when other merchandise may 
be slow. Their big cold weather demand is just 
ahead. Get ready for it now—for a quick turn-over 
and profit margin wider than most other appliances. 


OIL FLOOR FURNACES SOLD 
A KR ES KY! You can prove Kresky is America’s 


finest oil burner with your portable “live” demonstration kit. 
You can open the “heart” of the Kresky Oil Floor Furnace right 
in your display room—or your customer's own living room— 
and show how the patented Kresky Burner turns wasteful 
smoke and soot into useful extra heat. 


et Yow! 
ee * Just attach the coupon below to your letter- 


head for full information about the Kresky sales that are 
waiting in your territory. 


MAIL THIS COUPON TODAY 


KRESKY MFG. CO., INC 
2nd & H Streéts, Petaluma, California 
Send me complete facts and figures on Kresky Oil Floor Furnaces and the 


new market for appliance dealers 


NAME COMPANY. 
ADDRESS 


CITY 
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For BIG Appliance Business —The 


Planning —Just as manufacturers insist on product perfection, 
each week LIFE’s editors work to bring the nation the most 
informative and interesting magazine. 


-N359 bm cs 6. 
ea ka Ss AGEN: 


Distributing — Moving products to dealers is similar to LIFE’s 
job of distributing 5,200,000 copies every week to subscribers 


and newsstand buyers. 


PAGE 82 


TUT eo 


a 


Producing — Not unlike the assembly lines of industry are the 
presses which turn out 49 copies of LIFE every second using 


30,000 miles of paper a yard wide to print a single issue. 


i, / P 
CUAL G07) 


Displaying— Dealers say “here it is’’ to the millions of LIFE 
readers everywhere—in 13 issues over half the nation reads 
LIFE—62,600,000 different people. 


AUGUST, 
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BIG Magazine 


ASHING MACHINES, refrigerators, TV sets... 
ere but in America can so many peo- 
ple have the appliances that make living pleas- 
anter, easier. 

And the reason is clear: only in America is 
there an appliance industry so effectively organ- 
ized to produce and sell at a low cost. 

Matching the miracle of appliance mass pro- 

duction and sales is one magazine—LIFE. A 
single issue of LIFE is read by 23,950,000 differ- 
ent people—and in thirteen issues this audience 
grows to include more than half the people in 
the nation. 
’ Because LIFE interests so many people, week 
after week, LIFE is of special value in helping 
you sell appliances. For instance, 61°; of all 
washing machines are bought by LIFE-reading 
families. 

When your suppliers advertise in LIFE they 
gear their selling to their mass production. 

That’s why appliance advertisers invest more 
money in LIFE than in any other magazine. 
And that’s why it pays to feature LIFE-adver- 
tised appliances in your store. 


Olstregeaage 


Selling — LIFE’s complete selling program brings together mass production 
and selling in stores like yours. That’s why over 6,000 appliance dealers 
have held ‘‘Advertised-in-LIFE " store-wide promotions. 


Tie in with these products soon to be advertised in LIFE 


Aug. 27 G-E Toasters 


MAJOR APPLIANCES 
6 G-E Refrigerator—page, color 
Fedders Quigan Air Conditioners 
ly page 
Aug. 13 Frigidaire Refrigerator—page, c 


Aug. 


Aug. 
Minneapolis-Honeywell Automatic 
Controls—page 
Aug. 20 Admiral Refrigerator—page, ¢ 
Borg-Warner Institutional—p., c. 
Kelvinator Refrigerator—page, ¢ 
New Home Sewing Machines— 
page, color y 


Duo Therm Space Heaters—} p. 


SMALLER APPLIANCES 
AND HOUSEWARES 
Aug. 6 Dixie Cups—page 


Aug. 


Camfield Toaster—Y4 page 
Tackanail—14 lines 
Aug. 13 O’Cedar Dri-Glo Furniture Polish 

—page 

G-E Sandwich Grill-Waffle Iron— 
YY page 

American Thermos Bottles 

Clorox 


V4 p. 
V4 page 
Dazey Coffee Dispensit—56 lines 
Burgess Battery—14 lines 
Aug. 20 G-E Bulbs—page, color 
Eversharp Electric Shaver— 
4 page, color 
Camfield Toaster—'4 page 
Universal Stroke-Saver lron— 
V4 page 


ELECTRICAL MERCHANDISING—AUGUST, 1951 


Dazey Twin Sharpit 


Rymland Innersprings 
Aug. 20 Firestone Foamex—page 
Welsh Juvenile Furniture 


ly page 


56 lines 


HOME FURNISHINGS 
6 Tomlinson of High Point 

Furniture—page, color 
Aug. 13 Playtex Pillows—page 


28 lines 


Y& page 


Aug. 27 Fieldcrest Bedspreads—page, c 
Kentile—page, color 
RADIOS, TV, 
AND INSTRUMENTS 
6 Sylvania TV—page 
Aug. 13 G-E Television—page, color 


RECORDS, 


Lester Piano—ly page 

RCA Victor Television—'y page 

Stromberg Carlson Radio-TV- 
Phonograph—'y page 


Aug. 20 Telechron Clock-Radio page, c. 

Aug. 27 Sylvania Television—spread, color 
G-E Television—page, color 
RCA Victor Television—Yy page 


JEWELRY, CLOCKS, WATCHES 
& SILVERWARE 
Aug.6 Holmes & Edwards Silverplate— 
V4 page 
Aug. 13 G-E Clocks—Y page, color 
Westclox Clocks—¥% page 
Aug. 20 Wadsworth Watches—page, color 
Telechron Clock-Radio—page, c. 
Keepsake Diamond Rings—} p. 
1881 (R) Rogers (R) Silverplate 
—'/4 page 


STATIONERY REQUISITES 
AND CAMERA SUPPLIES 
Aug. 6 Scotch Cellophane Tape—page, c. 


Burroughs Adding Machine— 
V4 page 
B. B. Pens—¥% page 
- 13 Ansco Film—page, color 
Kodak Picture Taking—page, c. 
Sheaffer Pens—page, color 
Gibson Greeting Cards 
- 20 Wearever Pens—page 
Scripto Pens—42 lines 
. 27 Scotch Cellophane Tape—page, c. 
Ansco Film—'4 page 


-Y& page 


OTHER 
6 Hudson Nebulizer Sprayers— 
VY page 
Potassium Cyanate Agricultural 
Chemical—4 page 
Doepke Model Toys—¥% page 
Aug. 13 American Character Dolls—page 
Hudson Nebulizer Sprayers—4 p. 
Aug. 20 Doepke Model Toys— page 


First in circulation 


First in readership 


First in advertising revenue 


First with retailers 


9 Rockefeller Plaza, New York 20, N. Y. 





new AND FAR SUPERIOR! 


ecldsiwe 10 the 100der7 


Gas 
Kange 


RODER 


“CAKE MUMSTER ‘Cooking Chars 


PERMANENTLY FUSED INTO OVEN DOOR LINER 


LOCATED ON BURNER TRAY 


ROPER GAS RANGES ARE 


FOR USE WITH ANY KIND OF 


A HANDY COOKING AND BAKING GUIDE 
EASY TO READ...EASY TO USE 


UP-TO-THE-MINUTE IN MODERN OVEN 
OPERATING TECHNIQUES 


A LONG STRIDE FORWARD FROM 
THE PROVEN-POPULAR ROPER 
“SCIENTIFIC" OVEN CHART 


Another 
over all 


Another fine ROPER sales maker. 
ROPER 
Another important 
factor to help you show more profit with 


ROPER - of all 


reason for her to select 
competitive makes. 


standard comparison. 


OF ROPER “X-RAY” OVEN MODELS 

When you sell ROPER Gas Ranges with 
“X-Ray the ‘“Bake-Master” 
Cooking Chart appears on a burner tray. 
Pull out the tray ...and there's the chart 
for easy Push it back in... and 
A ROPER exclusive 


oven door, 


reterence. 
it's out of the way. 


IDEAL 


GAS 


INCLUDING LIQUEFIED PETROLEUM GAS 


GEO. D. ROPER'CORPORATION \ ROCKFORD, ILLINOIS 


OFFICES AND WAREHOUSES 


IN PRINCIPAL DISTRIBUTION CENTERS 


They Sell Comfort 








suburb, plenty of parking space and an 
accent on courteous friendliness to cus- 
tomers 

“We work on the point too, that an 
uttic or window fan is the ideal answer 
for many persons who cannot accustom 
ir adjust themselves to air-condition- 
ng. We know that many people do 
not sleep well in an air-conditioned 
room and our appeal to these people 
is that the attic or window fan is 
merely a to help nature out 
vithout changing it in any way. This 


device 
igain, points up the fact that we are 
] ling job rather 


selling the whole c 
than the machine which provides it.” 


Display plays a big part in selling of 
Inside the 
all of the floor area is 
covered with a variety of fans exhibited 


fans for the Lipscomb firm. 
tore, almost 
in attractive display set-ups provided 
I At the entrance 
f the store is an eight-foot high stand 


xy the manufacturer 


simulating an attic opening and con- 
taining a working model of the Hunter 
ittic fan At the rear of the store, an- 
other stand contains a similar model. 
Both are connected up and may be 
thrown into action by pulling switch 
cords 

The store’s windows are designed 
to feature smaller fans such as the 
desk and floor The 30 by 75 
ft. display room, with the front door 
wide open, is kept as cool and refresh- 


Variety. 


as nearby air-conditioned shops, 


comb points out the incongruity of a 
salesman trying to sell a customer on 
the merits of fan ventilation in an air- 
conditioned shop 

Sidelines make up a fourth and re- 


] factor in the 


ible Lipscomb method 

selling fans When Lipscomb 
ypened his present store in 1948, he 
handled nothing but fans. He found 
yut later, however, that additional lines 
complimented ventilation sales and he 
idded a few household wares such as 
summer chairs and tables, paints and 
minor hardware. He also handles 
Murray kitchen cabinets and has in- 
stalled in one part of the store a model 
kitchen cabinet arrangement. The firm 





ONTINUED FROM PAGE 80 


does not sell other major appliances 
Summer Theme Stressed 


“All of the we carry are 
summer wares and carry out the theme 
of ‘clean up, paint up and cool up’ 
for hot weather,” says Lipscomb. “We 
have found out that many a sale of a 
can of paint, a step ladder or even 
cooking dishes, has lead to the later 
sale of a fan.” 

rhe fifth, and, according to Lips- 
comb, best sales help the firm has is 
satisfied customers. The com- 
pany keeps a card index record on 
every purchaser of a fan and 
tinually combs the record for additional 


sidelines 


In its 
con- 


calls and contacts. 

“As in most other merchandising 
fields, our best prospects come from the 
word-of-mouth advertising we derive 
from customers we have served even 
as long as 10 years ago,” says Mr 
Lipscomb. “To get and keep a satis- 
fied customer is therefore, one of our 
To this end, when 
we sell and install an attic or 


permanent goals. 
window 
fan, I lay out every job myself, care- 
fully supervise it until completion and 
invite the customer in for frequent 
inspection on the progress of the work 
When it is done, he knows that his 
guarantee is backed by our personal 
friendship. 

“We know that the fan we install is 
going to be a permanent part of the 
home and, unlike an automobile, can- 
not be traded in every year or so. The 
performance of the fan—and the cool- 
ing job it provides—is going to re- 
flect either credit or disfavor on the 
Lipscomb firm for a long time and we 
therefore feel it imperative that we 
must stand or fall by every 
undertake. In other words, both we 
and the customer know that the prod- 
uct is first class and that its service 
will depend on correct installation and 
operation. 

“Another angle is that after several 
years use, the replacement of old, worn 
out or noisy fans makes a good market 
and we go out after our share of the 
End 


job we 


replacement business.” 








“WHAT DOES THIS NOTE 





‘GET RID OF THIS IF YOU HAVE TO GIVE 
MEAN ON THAT TAG” 





Give + 


IT AWAY’ 
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the Most Beautiful Home Heaters in the World 


with Optional Forced ‘Air Circulation” 


‘S MODELS 


hippendale Style”’ 
30,000 BTU Vented Circulating Heater — Manual Control 
30,000 BTU Vented Circulating Heater — 100% Safety Shut-off 
70,000 BTU Vented Circulating Heater*—100% Safety Shut-off 
*Chippendale cabinet identical to Oil Model, above right. 


Special Promotional Material . . . Electric Dealer Display 
Signs . . . Cooperative Advertising ... gives Silent Sioux 
dealers more help than ever before. 


radio . . . busi- 
creates more poten- 


In newspapers... consumer magazines... 
ness publications ... farm papers... 
tial customers and sales for Silent Sioux dealers. 


WALL FAN.. 
ceiling of one room into another, and 
down to the floor. Finished in blonde 


. circulates heat from 


hammertone, with aluminum grille. 





with Optional Thermostatic Control 


ee ‘irculating Heater — Modern Style 

43 000 BTU Circulating Heater — Modern Style 

50,000 BTU Circulating Heater — Modern Style 

55,000 BTU Circulating Heater — Modern Style 
51,000 BTU “Chippendale Style” Circulating 
Heater with 3-Way Floor-Level-Circulation 


Exclusive, Patented, Three Stage 
TRIPLEX BURNER 


The Silent Sioux super-efficient Triplex 
Burner has proven itself to be the most 
efficient burner ever made. Three stage 
progressive combustion gives higher op- 
erating efficiency regardless of type of 
fuel oil used. Only in Silent Sioux will you 
find the famous Triplex Burner. 


CIRCULATING FAN... with built 
in draft regulator, circulates heated air 
three ways — top, front and sides. Cuts 
fuel bills. Recaptures heat usually lost 
in flue. 


“THRIFTY HEAT 


for 


THIRTY YEARS”’ 


1951 


PAGE 85 





“the most: SALES-EXCITING, 


a 


_ Ss compuerey DIFFERENT 
So. D192 ALL NEW 


a KALAMAZOO 





7 Sz a Gas and Electric Models! 
\_og —@+—20- —_— No other ranges offer as many 


exclusive women-wanted features 
as these compact 30-inch beauties 
...and they're priced right! » ys 


a” xAMAzC 0 








| 
= 
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THE KALAMAZOO STOVE & FURNACE COMPANY 


ELECT 


THE BIGGEST OVEN 
IN ANY DOMESTIC RANGE! 


23 inches wide—16%2 in. deep—16% in. high...gives women all the 
room they want. Both models—Gas and Electric—are completely auto- 
matic for carefree cooking. Dependable electric clock turns oven on... 
cooks a meal...and turns oven off, while the modern homemaker is 
gone for the day! Everything but the price is deluxe. 
lation...automatic oven light... 


..Fiberglas insu- 
non-tilt racks that adjust to 6 positions. 


ai 
rl 
\ 


TOP LIGHT SHINES 

THROUGH GLOW-LIGHT GLASS PANEL! 

Another sales-stimulating, exclusive feature. Panel is beautiful to look 

ot...easy to use...and no cleaning problem at all. Light from a 14-watt 

fluorescent lamp floods through a sealed-in-glass ‘Venetian Blind” which 

directs light down on cook top. Practical, simple-to-set automatic oven 
timer and minute minder—no sales-scaring complicated gadgets. 


HARPER-WYMAN CENTER-SIMMER GAS BURNERS! 


Everything’s the best on the new Kalamazoo Wonder Ranges! Center- 
Simmer burners are what customers want...for exact heat control and 
maximum fuel economy. Can burn manufactured, natural or L. P gas.. 
Gray porcelain enameled pans and grates—handsome and easy-to-clean. 


“Se 


THE NEWEST NEWS... 
BROILING-OVER-GLASS! 


The biggest cooking news in the country! Broiler grill of heat-treated 
Pyrex is the easiest-to-use, easiest-to-clean, easiest-to-sell on the market! 
By actual test, Broiling-Over-Glass actually retains far more tasty juices 
than any other broiling method on the market! This revolutionary broiler 
is absolutely smokeless—and it washes as easily as a dish. 


GOLDEN-GLASS OVEN HANDLE 
WITH EASY-DIALING COOK CHART! 


There’s beauty and convenience in every detail of a Kalamazoo Wonder 
Range! Typical is the oven door-handle of handsome, shatter-proof glass 
with a surprise “extra” that’s perfect for demonstration...just turn the 
knob and accurate baking and roasting information will appear. 


SPEEDY, 7-HEAT CHROMALOX SURFACE UNITS! 


A sure-selling feature! Kalamazoo Electrics have top-quality Chromalox 
surface units! You sell 7 exact cooking speeds for every cooking need... 
not just 4 or 5. Chromalox units clean th Ives and al reflector 
bowls lift out for dishpan washing. 





Wonder Ranges offer UNEQUALLED SALES APPEAL 
that will start women buying again! 


~~ Women will flock in to see these Wonder Ranges. They'll want them—and they'll 


buy them—because every housewife and home economist who has seen the 
Kalamazoo Wonder Ranges has loved them. Their up-to-the-minute features make 


sense—and sales—to women. 


They're going to be pre-sold by an intensive advertising campaign in top 
magazines reaching millions of American homes. So don't delay, get in your 
orders now for the first Wonder Ranges that roll off the production line. Available 
in Standard Models and Deluxe Models (pictured here). 
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202 EAST MICHIGAN AVENUE, KALAMAZOO, MICHIGAN 
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** because Tide Gets Clothes Cleaner Than Any Soap 
in Every Type of Washing Machine Made! 


Proved By Laboratory Tests: Time after time Tide has been tested against 
all leading washing products in both automatic and conventional washers. And 
these tests all add up to the same result: Tide’s miracle action banishes 
soap film .. . gets clothes cleaner than any other washing product sold 
throughout America! 


No wonder Tide Is Used in More Washers 
Than Any Other Product Made! 


Proved By Sales Research: More women use Tide in both automatic and 
conventional washers than any other product on earth. They know by expe- 
rience when they rinse out a Tide wash, they get cleaner clothes than any soap 
on earth will give them. No wonder Tide outsells its nearest competitor by 3 to 1! 


So... for Top Performance in Washing Machines — 
and for More Satisfied Customers... 
REMEMBER! 


1, For best results when you're demonstrating a wash- 
ing machine, use Tide! 


2. For best results when you sell a washing machine, 
recommend the continual use of Tide! 


For further information, write to: 
| TIDE HOME LAUNDERING BUREAU, 
BOX 32, CINCINNATI, OHIO 


pRrooUCcT 


PROCTER & 
GAMBLE 


gis IE RA Car 
Pea teen fein i ES 





‘Ride with, / 
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oh LINES are running at 
4 less than half of capacity 
I can only use a given percentage of 
the material I used last year and 
the government tells me how I can 
use that. And despite all of this, 
I can't sell what I make.” 

That was the complaint of one 
retrigerator m anufacture r in early 
July. To some extent he was speak- 
ing for the entire industry. There 
were no overall figures immediately 
available, but the appliance-radio 
['V industry in early summer was 
taking a beating from both sides of 
the pincers—there were too few 
materials and too few sales 

Manufacturers reports of May 
output and the totals for five-month 
production tend to support the man 
ufacturer’s sad story. Only in iso- 
lated cases are production figures 
keeping pace or holding near last 
year s figures 

The Exceptions. One of the ex 
ceptions was the freezer industry 
May output of 56,000 units wasn’t as 
good as any of the four preceding 
months this year, but it was 53 per- 
cent better than May of 1950 and 
the five month total was 65 percent 
ahead of 1950 

\ second exception was the dryer 
industry. Manufacturers turned out 
32,292 units in May, less than 700 
under the April figure, and a whop- 
ping 100 percent ahead of May, 1950. 


Production Figures Begin to Reflect 
Slump in Appliance-Radio-TV Sales 


May figures show that freezers, dryers, 
home and auto radios are only products 
to stay ahead of comparable 1950 period 


Cumulative production was _ still 
climbing ahead of 1950 figures. By 
the end of April, four month output 
was 16 percent ahead; at the end of 
May the five month total was 66 
percent ahead of last year 

Mostly Troubles. Elsewhere the 
production picture wasn't nearly so 
bright. Refrigerator production, for 
example, tumbled to 348,000 units, 
the lowest figure since December, 
1949. The May total was almost 
100,000 behind April and was 243,- 
000 behind March. The five month 
total was eight percent behind last 
year 

Range output also dropped down- 
ward for the second month. From a 
record high of 162,000 units in 
March, production has fallen to 122,- 
000 in April and 109,000 in May. 


Korean Truce Will Not Provide 
immediate End of Shortages 


But production controls might be eased 
if truce is signed; tight metal picture 
might lead to retention of tough curbs 


Most Washington planners 
] will persist 
als for a year or more 
iat happens in Korea 
n in controls 
equipment wo 
a truce 
he administration could make a 
ontinuing stringent priori 
ms if it wants to 
thout further act of Congress. The 
Defense Act of 1950 says these pow 
rs are to extend to June 30, 1952 
[here's one catch. The law also says 
that after June 30 of this year, the 
powers are to be used to the extent 
necessary to carry out national de 
fense contracts entered into by July 
1 of this year. Whether bringing all 
consumer appliances under the Con- 
trolled Materials Plan next quarter 


ould be justified as necessary to 
fill military contracts, is a question 

Some types of steel are going to 
be more plentiful in the near future 
but most of the types used heavily 
by military and defense supporting 
industries are going to remain short 
\luminum supplies are going to eas¢ 
a bit early next year, but copper will 
probably become even more scarce 
as military demands mount and sup 
plies remain fixed. There are no par 
ticularly bright spots among any of 
the minor metals. In short, the plan- 
ners could marshall evidence that 
shortages require a continuation of 
priorities and allocations in order to 
meet military contracts. The real 
question is whether the Administra- 
tion will make the effort in case of 
a firm Korea truce. 
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This figure is 25 percent behind May 
last year. Thanks to this year's first 
quarter records, five month totals 
are still ahead of 1950, but by only 
1.64 percent 

Home laundry figures (with the 
exception of the dryer) reflect much 
the same picture. Washer output in 
May was 253,000 units, down 115,000 
since March and 17 percent behind 
May of 1950. Five month totals are 
six percent behind last year. Ironer 
output in May was 23,700 units, 
11,000 behind April's high for the 
year, and an even 25 percent behind 
May of 1950. Five month totals are 
10 percent behind 1950 

Vacuum cleaner production in 
March slumped downward again, 
totaling 202,000 units, 25,000 behind 
April and 88,000 behind March 


The Navy Tests a Cake 


Electronics: Up and Down. Tele- 
vision production in May was 339,- 
000 units, down 535,000 from 
March's record and 130,000 below 
April. Compared to last year, May’s 
production was 30 percent off. Five 
month totals are still ahead of last 
year, but the edge is being lost 
rapidly. At the end of three months, 
1951 was 37 percent ahead of 1950 
This fell to 24 percent at the end of 
four months and to 14 percent at the 
five month mark. 

Home radio output dropped 
slightly in May from April levels, 
but was still 3.33 percent ahead of 
1950. The five month total was even 
further ahead of last year. 

Auto radio production rose in 
May to the 603,000 mark, the best of 
the year. This was 57 percent ahead 
of 1950 and the five month total of 
2,475,430 was 25 percent better than 
last year 

But portable radios were a differ- 
ent picture. May production rose 
over April, but was still 40 percent 
behind 1950. Five month totals were 
24.83 percent behind last year 


A NAVY BAKER and a home economist were two of the judges in a cake baking 
contest sponsored recently by the housewares department of Gimbel Bros., 
Philadelphia. Appliances were offered as prizes in the contest which drew 220 
entries and over 1000 spectators for the judging. The 100 best cakes 
were frozen and flown to troops in Korea. The rest went to veteran's hospitals. 
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Big Inventories Depress 
Buying at June Markets 


Attendance is smaller than usual 
for summer market; those on hand 
do more talking than ordering 


mee se gta meh ec 


’ like glue 
ve been talking of the Chi 
summer ir] n 
that attending dealers t 
of them had bulging inven 
ries back home, and came to the 
markets only with the idea of 
getting the “feel” of things 





MARKET PICTURES 
A full page of pictures taken during 
the summer markets in Chicago in June 


will be found on page 101 








Scheduled Meetings 


WESTERN HOUSEWARES SHOW 
Biltmore Hotel, Los Angeles 
August 19-22 


7TH ANNUAL PACIFIC 

ELECTRONIC EXHIBIT 
West Coast Electronic Mfrs. Assn 
Civic Auditorium, San Francisco 
August 22-24 


ELECTRICAL WONDERLAND 
EXPOSITION 
Civic Auditorium, San Francisco 
September 7-9 


ROCKY MOUNTAIN 
ELECTRICAL LEAGUE 
Fall Convention 
La Fonda Hotel, Santa Fe, N.M 
September 9-12 


NEDA EXHIBITION 
National Electronic Distributors Assn 
Public Auditorium, Cleveland 
September 10-13 


SAN DIEGO BUREAU OF 
HOME APPLIANCES 
Fall Conference 
San Diego, September 11 
CANADIAN ELECTRICAL 
MERS. ASSN. 


Annual Meeting 

General Brock Hotel, Niagara Falls, 
Ont 

September 26-28 











PAGE 90 


New Products. Nor ge led the new 
chandise parade with an auto 
| ng straight-line 
1 it cut off 
1 e load is out of balance 
Overflow rinsing on the new washer 
permits the use of either soap or 
letergents 
Gibson displayed its first two- 
temperature refrigerator a ten- 
footer at $529.95. Murray had sev 
eral new items including an 
ot “packaged kitchen I 
else that was new 
Vestifighouse’s plast 
ns for new lines 
the Mt 
er is ming in, wi 
dealers doing the 
fraying, since manuf 


1sic show 


! acturers d 
not consider it practical to put out 
olored lines. There is also a swing 
to appliances which will fit small 

with items such as 


retrig 


Prices. Dealers t 
and, were afraid buyers 


Most 


nutacturers 


CHICAGO’S SUMMER MARKETS gave Murray Corp. of America a chance to 
show five additions to its appliance lines. Frank E. Johns, left, manager of 
national distribution, shows a new range to M. A. Winter, center, of the J. S 
Koepsell Co., Sheboygan, Wis., and A. C. Spiegel of the Protective Electrical 


Supply Co., Fort Wayne distributors 


talk of rtl ming shortages. De- 
te me opinion that the New 
York price war was more a loss 


leader proposition than an effort 
> inventory, much of the trade 
ito 
hing 
arti 
ut from 
igh inventories an 
Dull Market. 
Ogden ] 


gden of 
but 


Steel Controls Condemned 
By AHLMA Guest Speaker 


Chicago summer meeting of group 
hears Willner of Inland Steel 


predict better 
(For pictures of the 


Washer manufacturers got the 
of talk they wanted to hear 
annual summer meet 
ro in mid-June 

Willner, manager 
for Inland 
in Home 
summer meet 
steel would be 
he r, with the 
availabili y being 
third and fourth 
1951 He said that he 
ther the appliance nor 
industry would be hurt 
ntention was that it 
l while the na 
} out war with 
n more than 20 percent of the 
country’s steel being used by the 
military It was his contention 
that a Controlled Materials Plan 
merely leads to over all confusion. 


supply by January 
meeting see pages 150-152) 


Buying Under Controls. Stee! 
ind its availability or scarcity—pro 
vided a_ topic of conversatior 
throughout the convention. L. R 
Cooper, Whirlpool engineer, gave a 
chart talk on purchasing difficulties 
now being encountered. Ordinarily 
he said, there are four steps 
ordering a yn 
present controls there are 31 He 
told of Whirlpool being forced to 


buy conversion (ingot) steel, ship 


i steel Under 


to Canada to get it rolled, losing 
9,000 pounds in the process, and 
shipping it back. Steel which would 
ost Whirlpool $95.50 if bought from 
its own sources, takes an extra 
premium of $188.20 if the company 
uses the conversion product. 
Cooper said that the cost of steel 
in a wringer-type washer had 
jumped from $6.31 to $9.47; for 
automatic washers the jump was 


AUGUST, 


} 


lowly reducing. They claimed 
were scared into buying more 
they should by propaganda and 
i result were slow to believe any 
possible shortages within 
nonths. 
over, but believed 
orthcoming, is a cut in the number 
retail outlets in the future. 7 
last year and it 
when Whirlpool 
market there will 
selection. Manufacturers se 
that the lush days of 
retailing have ended, and wis 
with better retail out! 
their franchise mu 
» feeling is that 


rom $11.51 to $17.62. Dryers were 
up from $13.73 to $19.76. And the 
steel in an ironer now costs $3.89 
extra. 

TV for Ironers. Joseph Groshans, 
general sales manager of the ironer 
division of Speed Queen Corp. and 
chairman of the AHLMA ironer 
division, revealed that two films 
financed by the division are now 
available. Initially the films will be 
supplied for TV homemakers’ hours. 
Later they will be available for use 
by manufacturers, distributors and 
dealers. Prints are $30.30 for 35- 
mm. and $9.89 for 16-mm. 

Plans for the Association's home 
laundry conference to be held in 
New York on October 31 and No- 
vember 1 were announced 

Hit Government. AHIMA execu- 
tives in prepared statements issued 
before the convention hit hard at 
government controls. AHLMA 
president George Castner said that 

inufacturers were up against the 

oblem of building 70 units out of 
as little material as is needed for 
five, and added that “the 
ountry’s makers of washers, dryers 
ironers have been thrown into 
heart of a chaotic competitive 
situation.” 

Walter K. Voss, president of Voss 
Bros. Mfg. Co., and chairman of 
the conventional washer division, 
charged that “no sane man would 
plot his business plans from week to 
week but that that is the ‘method’ 
by which the industrialist is forced 
to operate today.” 
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\. 


Brad didn’t like my suggestion at all. He paused in 


the doorway long enough to roar... 


.. Over my dead body.” And then he stomped 
out of our store. 


I guess I just stood there with my mouth wide 
open. Brad Stevens was a television holdout all 
right, but I hadn’t expected him to blow his top. 

Later that same day Mary Stevens, Brad’s wife, 
dropped in to buy a few records. She looked as pert 
and pretty as could be. 


Mary stood there admiring a new RCA Victor 
television set. “Could we try this set in our home 
for a few days?” 

“T can arrange it right away, 
but Brad...” 

Mary gave a confident laugh. 
“You leave him to me.” 

Well, we sent out an RCAVictor 
Hillsdale on a two-day trial and | 
sat back waiting for Brad to raise 
the roof. 


MERCHANDISING—AUGUST, 1951 


Yesterday the two days were up, so I dropped by 
the Stevens’ house. I wondered how Brad had re- 
acted to the test. 


Mary and the kids answered the door together 
“Well, I’ve come to take the television set back.” 

“Over my dead body!’ Mary smiled. “Why, 
until we had that set in this house, we never 
dreamed that watching television would be so much 
fun or that we’d learn so much. This family is 
sold on RCA Victor... and that includes Brad!” 


Brad dropped by that afternoon to make the 
down payment. When he said that he didn’t like 
television—except for the baseball games—I knew 
he, too, was 100% sold. 


RCA Victor home demonstrations certainly pay 
off in big profits. Once folks see RCA Victor tele- 
vision in their homes—they’re sold. RCA Victor 
sells itself... plenty of features and exclusives... 
it’s America’s most wanted television. 


This is one of a series of advertisements published in the interest 
of television «merchandisers by RCA Victor—World Leader in 
Radio... First in Television . . . First in Recorded Music, 
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lf you deliver, install, and/or service-- 
If your truck carries electrical 
appliances, equipment, and/or tools... 
NARDA GUEST Ben Gross answers a question from the floor during the group's 


This MORRISON All 
fe] y' may mean 
annual summer meeting in Chicago in late June. President Mort Farr and 


EXT R mN p R O t | T S New Orleans dealer George Marcuse, left, listen 
NA RDA Hears Distributors 
Dealers, Manufacturers 


Lack of market information led 
to current inventory headaches, 
Mort Farr tells summer meeting 


(For pictures of the NARDA meeting see page 96) 
MORRISON “CARRY-ALL” MODEL 8-91 Their eyes were on the speakers back to keep quantities in 1951 
CHD Canvas Caer Ver good deal of their attention below that of 1950.” 
the gr up's just-released Joseph Chesire, president of the 
rt ee ing-business survey as Canadian Assn. of Radio and Appli- 
n “le of the National Appliance ance Dealers, made NARDA mem- 


* ind tadio Yealers Assn ot j bers fee tte whe i > ¢ 
Would you like to reduce the costs of your R Dealers Asst _met in vers feel be tter when he pointed out 
’ ; * > Chicago in late June for their anuual that Canadian credit controls re- 
installations and service calls ? summer meeting quire one-third down and maximum 


> 5 Details of the costs of doing busi- terms of 12 months. He also said 
Would you like a truck body that gives you ness survey were printed in the July that TV prices in Canada are from 
ssue of Electrical Merchandising.) 33 to 100 percent higher in Canada 
Vv Larger Loading Space . . . for greater loads ! Dealers, distributors and manu-_ than in the United States. 
facturers divided the platform time William Murray, dealer of Paoli, 
Jv Lower Mounting Height . . . for easier loading and unloading ! during the two day meeting. Among _Pa., explained his system of inven- 
the speakers, and the comments tory control and offered samples 
v Greater Structural Strength . . . for heavier loads ! they made, were from his own operation as proof 
C. M. Davidson, dealer of Miami, that budgeting could be made to 
v Weatherproof and Theftproof Compartments ! Fla., maintained that the epidemic work out. : 
of discount selling was due to the W. A. Blees, Crosley vice-presi- 
Jv Easily Designed for Adaptation to Your Individual Needs ! fact that dealers have ceased to dent, explained a forthcoming ad 


ialists” and are merely mer-_ Vertising test with dealers in certain 





e nants competing to offer lowest areas.. . ; - 
In one service body ...and only in one-- prices. He contended that the “spe Anthony Wright, Capehart-Farns 


ist who installs, repairs, does worth vice-president, predicted that 


The MORRISON the 7 nbing—doesn’t have to meet lack and white TV business will be 
t price competition profitable for “many years to come’”’ 

George Marcuse, dealer of New and pointed out that the introduc 

Yrleans, Ta reported that his tion of UHF telecasting would pro- 

men called on at least 60 customers vide “plus business to all of us.” 

i week in their homes, offerin Other speakers included A. L 

do wy get all this! meast door-opener, Scaife of General Electric, H. B 


Roy Firebaugh, r of Beloi Price of Norfolk, Va., D. E. Urner 
d th is firt servi | ol eels id. ilif., Wallace John 


The MORRISON Carry- 2s y e : 1 lost M phis. Tet William W 
~ nce revar< ss of wl ther it ston of empnis enn lliam 
ill is. carried im stock for Want the details? agentes . parang oil > New Jersey. 





Krich- 
immediate delivery to TI \ Haecker of RCA-Victor 
franchised chassis dealers fr iio 
by 60 established truck f€ Buides to the 
equipment distributors selection Of tr 
from coast to coast. Service nek 


en r 
Write us for your 





bodies, 


Western Show Draws Large List 


was basec ; 2 
eee | Of Electric Housewares Firms 


in an effort t 


Carry - All Body Division move unbranded g ods The largest number of exhibit rs 


Mort Farr, NARDA president ever to participate in a housewares 

MORRISON STEEL PRODUCTS Tits re ntended that lack of information market in the We st will display their 
, . was the cause of current inventory lines at Los Angeles’ Western House- 

| headaches. “We did not know there wares Show, August 19-22, Over 225 

de : were nearly two million TV sets in lines will be shown. A number of elec- 
607 AMHERST ST. BUFFALO 7, N. Y. | the pipe lines at the start of the year tric housewares manufacturers will 


and that it would take a big cut- have exhibits 
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...an 18 cubic-foot Salesman!” 











A good salesman always lives up to his promises; 
he makes it a point to offer his customers the “little 
extras” in service. 


That’s why the Amana 18 cubic foot upright 
freezer is the dealer’s most productive “silent 
salesman.” 


For here is a real “family size” freezer with 
outstanding ‘“‘extras’”’ that turn prospects into pur- 
chasers. Here is ‘‘See-Level’’ visibility . . . no more 


groping or searching—all packages are in sight 
and within easy reach. Despite its generous 18 foot 
capacity, the Amana upright takes up to 50% less 
floor space than chest models of similar capacity! 


And, when it comes to the most important function 
of a freezer—the fast freezing of food, the Amana, 


Amana 


*“‘BACKED BY A 
CENTURY-OLD TRADITION OF 
FINE CRAFTSMANSHIP” 
































FOOD FREEZER 


with its horizontal, refrigerated shelves offers ‘‘pro- 
fessional” freezing facilities—fast, safe and sure! 


Yes, this is down-to-earth salesmanship . . . the 
kind that assures steady, year ’round profits. That’s 
why more and more dealers are turning to Amana 
... the line that offers a complete range of sizes... 
the craftsman-built line whose full warranties are 
indicative of its superiority! 


se -__—_—_—_. Dealers: Write for Amana’s profit 
plan; get the facts about Amana’s 
liberal service policy. Send a note 
today, to Amana Refrigeration, 
Inc., Amana, lowa. 











3-WAY 
PRESSURIZED 
seein: 


3. DOWN WAR 
under 
tleor 


GAS or OIL HEATERS 


AMERICA’S MOST BEAUTIFUL HEATER! 
TWO-TONE LIVING ROOM TV STYLING 


PLUS THE SALES 
MAGIC OF THE NAME 


° «A é 


e/ J day 40 Mer 


NATIONALLY 
ADVERTISED 


IN 11 MAGAZINES 
TO 100,000,000 READERS 


Advertising for Magic Chef Heaters 
appears in every Magic Chef 
Domestic Range Ad in all of these 
magazines. Over 100,000,000 ads 
reaching your customers! 





POPULARLY PRICED FOR THE MASS MARKET 


Here’s the heater you can sell by the carload—the new Magic Chef 
console room heater! Its smart, ultra modern styling and thrilling color 
combination sell on sight. No Regulation W or excise taxes to 
worry you or your customers, either. Best of all, this heater is built 
by Magic Chef, the name that’s sold more stoves than any 
other—the name your customers know and trust—the name that’s 
really easy to sell! Show how Magic Chef forces the clean, dry 

heat up, out and down... fans it out to heat every corner 
comfortably, even on the coldest winter days. That extra-low price 
means faster turnover, and you get full 40° margin on every 
heater sold! See your nearest distributor TODAY! 


\ — 
OMans De) 
‘ayy | 


ath. s Soins 
HERE’S THE NAME AND ADDRESS OF 
YOUR NEAREST ‘ Chef HEATER DISTRIBUTOR! 


AMERICAN STOVE COMPANY + 16415. Kingshighway «+ St. Lovis 10, Mo. 
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Magic O74 HEATERS 


ARE DISTRIBUTED BY: 


ARIZONA 
ARIZONA WHOLESALE, 505 W. Madison, Phoenix 
ARKANSAS 
——— APPLIANCE a) 
201 Rock St, Little Rock 
CALIFORNIA 
THOMSON-DIGGS CO, 1355 Market St., San Franc 
OLORAL 
APPLIANCE DISTRIBUTORS, Wazee Market, Denver 
CONNEC T 
STERN & CO. H 
GEORGIA 


CHAS. S. MARTIN DIST. CO. INC. 
50 Peachtree St., N. W., Atlant 


HAWA 
RADIO TELEVISION CORP. LTD, Honol. 
ILLIN 
tu wee Sang wna CORP 
re rive, Unicag 
INDIANA 
ney arery ars 


t Market St., Indiana 


IC 
aca VICTOR DISTRIBUTING CORP t ) 
ROYCRAFT-IOWA CO, 1520 Walnut St, D 
KENTUCKY 
EWALD DISTRIBUTING CO. INC 
9 So. Nenth St., Louisville 3 
MAINE 
COFFIN-WIMPLE, INC, 142 Broad St 
COFFIN-WIMPLE, INC, 402 Forest 


MARYLANL 
JOS. M. ZAMOISK CO. 
M HUSETTS 


WAVERLY HEATING SUPPLY CO 


MICHIGAN 
RCA VICTOR DISTRIBUTING CORP. 74 
jy APPLIANCE DIST., INC. 
e, N. W., Grand Rapid 
MINNESOTA 
COOK APPLIANCES, INC 
MONTANA 
TREASURE STATE GAS & ELECTRIC CO 
NEBRASKA 
GENERAL APPLIANCE CO 
NEW JERSEY 
MAZDA CORPORATION, 85 
“usanr sana INC 
How William & Beave 
RCA VICTOR DISTRIBUTING cone 12 
BURNS HEATING SUPPLY CO. Long 
RCA VeToR on con. 
Roc 


BROOME DISTRIBUTING C0 


WSTUM on co 


OHIO APPLIANCES, INC. 659 E 
CLEVELAND WHOLESALERS, 44 
GenNETT BSTRIOSTERS, INC 
OHO ‘APPLIANCES, ne. 

OWIO APPLIANCES, INC, 4 

V. J. MCGRANAHAN DIST. CO 


OKLAH 


we MEE co 
OREGON 


nicinc _ H1G § arr ce. 


PENNSYLVANIA 
S. $. FRETZ, IR. CO. INC. 8 
ahi PRODUCTS ©. 


te Boy TT. (OW 


RHODE ANT 

BALLOU, JOHNSON & NICHOLS, | 
“Wa0St HASSON HARDWARE CO, C 
HOUSE HASSON HARDWARE CO. 75) 
WOORE-HANDLEY HOWE. CO, INC., Nast 


“THE PERRY SHANKLE CO 


VERMONT APPLIANCE CO, 44 Lakes 

RGINIA 

"GOLDBERG CO. INC, 5 Nortt 

GOLDBERG CO. INC, Roar 
WASHINGTON 


PACIFIC COAST HIG. & APPL CO.Foot of Main St., Seattle 4 


PACIFIC COAST HTG. & APPL CO. W. 1205 College, Spokane 11 


WEST VIRGINIA 


TRI STATE APPLIANCE CO. 200 Ninth St., Huntington 


Since Magic Chef heater distributors are 
being franchised currently, this list is 
necessarily incomplete. If no distributor 
is listed for your area, please write us 


for information 
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Network Color TV Stirs 
Little Interest in Trade 


Most set makers devote efforts 
to developing compatible system; 
Crosley shows sample converter 


Color television went commercial 
in late June. 

To those on the broadcasting end 
of the industry, the word “commer- 
cial” had considerable significance. 
But manufacturers, distributors and 
retailers were not so impressed by 
the advent of commercial color. 

To most retailers it was clear that 
they were not going to make much 
money out of color until volume pro- 
duction at lower prices was possible. 
What was not so clear was whether 
they were going to lose money on 
color—through the loss of custom- 
ers who preferred to wait until color 
was available. As mid-summer wore 
on most of those connected with 
rV set production had ample wor- 
ries in black and white without de 
voting too much thought to color’s 
prospects. 

Debut. CBS’ first commercial 
color program was an hour long 
affair which was carried by affiliates 
in five cities. After the glamorous 
first hour—on which personalities 
like Arthur Godfrey and FCC chair- 
man Wayne Coy made appearances 

color TV settled down to a half- 
hour home-making show in _ the 
morning and a half-hour late after- 
noon program. Only two of the five 
tations were carrying the entire 
hour of this sparse diet each day. 

While CBS made careful prepara- 
tions for its first show it is doubtful 
whether it had much impact on the 
public. Only a handful of sets was 
available for the debut of commer- 
cial color. In New York, for in 
stance, the first day’s showing was 
an invitation-only affair 

More Sets? One thing the advent 
of commercial color did not accom- 
plish was the appearance of more 
color set makers. Among the brand 
leaders, only CBS-Columbia (for 
Air King), Meck and Tele- 
Tone went ahead with plans for 
production of color sets. 


merly 


CROSLEY’S color converter is housed 
in a mahogany cabinet which can be 
placed on top of the black and white 
set. The 22% wheel revolves at 
approximately 1440 revolutions per 
minute. Crosley will not manufacture 
the set commercially unless suffi- 
cient public demand for CBS color 
develops. 


1951 


Crosley introduced a slave unit 
during the first week of commercial 
color but company officials left lit- 
tle doubt that they believed the CBS 
system to be only an interim-solu- 
tion to color. Crosley will not mar- 
ket the converter unless “public 
demand” develops for the set. 

Alternatives. But if the set makers 
were not turning out converters for 
the Columbia system, they were 
moving full speed ahead towards de- 
velopment of a compatible system. 
Two weeks after commercial color 
appeared, RCA held its first show- 
Anda 
week before the advent of com- 
mercial color, RCA showed a 21- 
inch tri-color tube at a_ technical 
symposium for 231 manufacturers. 

Nor was RCA alone in its color 
development work. The National 
Television System Committee re- 
organized and established nine new 
panels to develop recommended 
standards for an NTSC color sys- 
tem. General Electric began experi- 
mental color telecasting in Syracuse. 
And Dr. Allen B. Du Mont said that 
he had seen “eminently satisfactory 
and practical color television” via 
use of the RCA three color tube 
with Du Mont equipment 


ings of its electronic system. 


Set Second Meeting 
On TV Trade Rules 


The trade practices conference for 
radio and television industry, 
sponsored in June by the Federal 
Trade Commission, produced such a 
long agenda that a second confer- 
ence will be held in 
ontinue 


September to 
discussion of proposed 
rules to govern trade practices in 
the industry 

rade practices that most con- 
cerned the meeting included: 

Deceptive price advertisements, 
ommercial bribery, deception as to 
size of picture tube (measuring 
rectangular tubes diagonally instead 
of horizontally and including trim 
area), deception as to adaptability 
of set (as to color and UHF), 
coercion in purchase of one product 
as a prerequisite to purchase of 
another, deception as to simplicity 
of operation, misrepresentation as 
to distance reception, warranties and 
guarantees, prohibited discrimina- 
tions, imitation of trade-marks and 
trade names, and the use of “push 
money” and “spiffs”. The latter 
are concerned with payment to 
salesmen of a dealer for pushing one 
brand at expense of another 

H. Paul Butz, FTC attorney 
assigned to the conference, said he 
hopes to distribute a draft of sug- 
gested trade practice rules a month 
prior to the September meeting and 
will endeavor to have them circu- 
lated by mid-August. Interested 
persons may obtain copies by writ- 
ing to Butz at the Federal Trade 
Commission, Washington 25, D. C 
if they are not on FTC mailing list 


Newcomer 


WELCOME to the Merchandise Mart 
is extended to W. T. Trueblood, Jr., 
right, sales promotion manager of the 
American Stove Co., by R. Sargent 
Shriver, Jr., assistant general manager 
of the Mart. American Stove now has 
its sales display room and northern 
district sales office in the building. 


Cabinet Institute 
Meets in Cleveland 


Nineteen steel kitchen cabinet manu- 
facturers—representing an estimated 
95 percent of the industry’s production 

-met in Cleveland in early June under 
the auspices of the Steel Kitchen Cabi- 
net Institute. The turn-out for the 
meeting made it the largest ever held 
in the industry, an Institute spokesman 
said 

The group was told that 20 cabinet 
manutacturers and several suppliers 
are now cooperating in an industry 
program. “extremely 
high interest” shown by manufacturers 
attending the Cleveland conference, 
chairman M M Miller of Mille: 
Metal Products, Inc., named a steering 

ommittee to chart a program for the 
group 


Because of the 


“This group in our industry needs 
ontinuity and direction,” Miller said. 
“The direction need not necessarily 

llow the activities of the old Insti 
tute. To assure continuity, businesslike 
handling requires the adoption of a 
budget and the development of a pro 
gram. The assurance given by an over 
whelming majority at the meeting to 
provide funds to assure 
until the 


operations 
steering committee can report 
is an outstanding indication of the keen 
nterest among manufacturers.” 


Jubilee Range 


A GLASS BRCILER grill on one of 
Kalamazoo Stove & Furnace Co.’s 
‘golden jubilee’’ ranges occupies the 
attention of Madeline Mehlig of Com- 
monwealth Edison and Arthur L. 
Blakeslee, Kalamazoo president, dur- 
ing a showing in Chicago. 
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Major Motor Manufacturer 


Praises KLIXON Protection 


Against Motor Burnouts 


LOS ANGELES, CAL.: Philip Hawkins, Shop Foreman of Wagner 
Electric Corporation's Los Angeles division, is a man whose word on 


motor protection is backed by plenty of experience! 
Says Mr. Hawkins: 


“It is our experience that those motors equipped with KLIXON In- 
herent Overheating Protectors constitute but a small percentage of 


those we see with burned out windings. 


“We believe that KLIXON Protectors contribute much to prevent 
motor burnouts.” 


KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 


The KLIXON Protectors illustrated are built into the 

motor by the motor manufacturer. In such equipment 

as refrigerators, oil burners, washing ma- 

chines, etc., they keep motors working by 

preventing burnouts. If you would like in- 

creased customer-preference, reduced serv- 

; ice calls and minimized repairs and re- 

Agemedie placements, it will pay you well to ask for 
equipment with KLIXON Protectors, 


KLIxo SPENCER THERMOSTAT 
§ Division of Metals & Controls Corp. 


ee ee ee 2508 FOREST ST., ATTLEBORO, MASS. 
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NARDA Holds Summer Meeting 


NORGE vice-president H. L. Clary, center, and Vergal Bourland of Fort Worth 
swap stories as William Murray of Paoli, Pa., waits his turn to take the 
peaker’s stand. For story of meeting see page 92 


FATHER AND SON team, the Arthur CROSLEY vice-president W. A. Blees 
Herschberger’s (junior and senior) hail listens to a question from Chicago dis 
from Libertyville, Ind tributor Harry Alter 


SOUTHERN MEMBERS get together between meetings. From left to right are 
Karl Daubert and J. J. Casey, both of Louisville and Wallace Johnston of 
Memphis. Ed Beeton of Baltimore has his back to the camera. 
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Viey sad the nicest things 
atoaitl BLACK STO NE mM his 


age Last year the Editors of House & Garden 
created an entirely new conception of a home 
workshop for the housewife. It was a 
combiaation sewing room, linen room and 
home laundry. All operations connected with 
the laundering, care and storage of home 
washables were to be located in one 
convenient area of the house. Since House & 
Garden’s Editors wanted this installation 

to be the “last word,” it is not surprising 
that they selected the Blackstone Combi- 
nation Laundry... Automatic Washer, Dryer 
and Ironer, all three units occupying only 

72” of wall space. This recognition by such 
an outstanding publication as House & 
Garden is a fine tribute to Blackstone’s 
quality design and manufacture. 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 





« This Blackstone installation 
of Automatic Washer, Dryer and Ironer 


was featured editorially in the October, 
\ 1950 issue of House & Garden 
j and in House & Garden's Book of 
L Building for 1951. Photograph courtesy 
\ Conde-Nast Publications, Inc. , 
‘\ 


\_ PRODUCT OF 
AMERICA’S OLDEST WASHER MANUFACTURER 
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Short route to a 
woman's heart... 


and her future 
appliance business! 











Business insurance—that’s what it is! An alert, aggres- concealed wiring and the easy-to-clean features of the 

sive, up-to-the-minute service department (and that’s TK Monotube. It’s the dependable, quickly installed 

the kind that sells TK Monotubes for electric range unit now used by most range manufacturers to give 

modernization) safeguards your future profits. Here’s their products added sales appeal. 

how TK Water Heater Units, too, make happy customers, 
In normal times, a service department builds good make you extra money. For fast, economical heating 
will, insures customer satisfaction, develops leads of water, they can’t be beat! 


that ultimately result in the sale of new appliances. Like More Information? Write for the 


In an “armed camp” economy, a service depart- new TK Replacement Unit Manual 
ment set up to replace surface cooking units on No. 5. It contains complete details on 
electric ranges, heating elements in electric hot TK Products, tells you how to get and 
water tanks, and to repair other appliances, how to handle profitable yarn 
produces extra dollars. Dollars needed to offset —— business. _ “+ = seen 

insurance” now by building up your 


! : . . > » 
- losses in income you may incur when new ; i 
the » . . service department. Become a TK Dealer! 


appliance sales falter! 


Naturally—you'll want to supply the latest, the finest in 

replacement parts. And—that’s where TK Monotubes 

and TK Water Heater Units come into the picture! 

Women love the speed, the uniform cooking heat, the €0 
T.M. REG. U.S. PAT. OFF. 


Se 


TUTTLE & KUFT, UNC. Stine ass caster sun 


=~) , 
a — 


MONOTUBE SURFACE UNITS © OVEN UNITS © TH INFINITE CONTROL » SWITCHES & SELECTORS + WATER WEATER UNITS + FLATIRON UNITS + INDUSTRIAL OWITS 











New Light Source 


A CLOCK FACE of “‘panelite,”’ a new 
method of producing light, silhouettes 
the face of the girl in the picture 
above. Entirely different from incan- 
descent or fluorescent light, ‘‘panel- 
ite’ employs thin sheets of glowing 
glass instead of bulbs or tubes. It op- 
erates at extremely low cost on con- 
ventional household current. It was 
developed by Sylvania Electric Prod- 
ucts, Inc 


G-E, Westinghouse 
To Build in Midwest 


The geographical axis of the ap 
pliance industry was moving rapidly 
towards the midwest this summer 
[wo of the industry's biggest mem 
bers — Westinghouse and General 
Electric — have announced plans to 
build plants in Ohio and Kentucky 

General Electric’s will be the big- 
gest. The company plans to build 
the third of its industrial “parks” 
outside of Louisville. The multi-unit 
plant will be used initially for de- 
fense orders (as will the new West 
inghouse plant) but eventually it 
will house the company’s applian 
manufacturing operations and will 
be known as Appliance Park. When 
operating at capacity the Louisville 
installation will employ about 16,000 
persons. Among the reasons G-E 
gave local zoning authorities for se 
lecting the Louisville site were 
good available labor supply, close- 
ness to centers of population and 
appliance distribution, and access t 
the Ohio River on which the firm 
would ship “several hundred thou 
sand tons” of steel each year. 

Initially, the Westinghouse plant 
near Columbus will manufacture 
jet engine components. The building 
will have 1.9 million square feet of 
floor space and will be the largest 
single plant yet built by Westing- 
house. When converted to appliance 
sutput it will employ 7,000 persons 


Stoker Manufacturers Re-elect 
Entire Slate of Officers 


All incumbent officers of the 
Stoker Mfrs. Assn. were re-elected 
luring the group’s thirty-fourth an- 
nual meeting at Lake Wawasee, 
Ind., on June 25 and 26. C. T. Burg 
of the Iron Fireman Mfg. Co. was 
re-elected president with L. C. Dubs 
of the Canton Stoker Co. as vice- 
president. T. A. Crawford of Tim- 
ken Silent Automatic was re-named 
secretary-treasurer. 

Sales executives attending the 
meeting agreed that sales power at 
both retail and manufacturer levels 
must be bolstered and that increased 
promotional efforts must be made. 
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23 CU. FT. MODEL 


( (0) Sn 
by KE 


Look ... the “23” cu. ft. Model 
NOW AVAILABLE 


ee Will Freeze and Store 80 — 


OCU The ideal freezer for the large family, and the farm. Its superior 


©" Guaranteed by’ , — . . 
(Good Housekeeping performance and advanced design, makes Chill Chest the line that 


invites comparison. This Big Capacity 23” Cu. Ft. Chill Chest offers 
you a real advantage to cash in on large unit profits with the fast grow- 
ing demand for freezers in your area. Write for complete data, prices 
and name of nearest Chill Chest Distributor. 


= 


f gp |! 
CHILL CHEST IS THE LINE THAT INVITES COMPARISON 
Fooo FREEZERS 


Revco $ne. 


DEERFIELD. M1 CH. SaasaRiia a enee enna ear eS 
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You have to have Coleman's a 3 


TO GIVE THAT EXTRA PUNCH TO YOUR OIL HEATER SALES 


That new engineering marvel — 
automatic draft control synchro- 
nized with automatic fuel control 
valve. Gives the same fuel-burn- 


ing efficiency on low setting as on You have to have Coleman to 
high setting—saves up to 25% on 


fuel costs! It’s Coleman efficiency, have FUEL-AIR CONTROL! 
} 


Coleman economy, and it sells! 





Coleman’s magnificent line of auto- 


matic heaters is absolutely in a class 
by itself. Nothing can compare with 


You have to have Coleman the spectacular new functional “high 


style” dels . .. the istinguishe 
to have SELLING BEAUTY! tyle” mode the distinguished 


De Luxe Consoles . . . the smart-look- 
ing new Master Circulators! It’s 


Coleman beauty, Coleman styling, 
and it really sells! 


Compare Coleman price-wise 
with the nearest possible model 
that any other 1951 line offers 
Coleman offers a model for every 
purpose, at a price for every 
purse. 50 years of experience has 
taught Coleman how to make You have to have Coleman 


better products for less money— to talk PRICE! 


at a good profit to you. Coleman 
quality, Coleman know-how, 
Coleman pricing really sell! 
Coleman Oil Heaters are listed 
under label service by Under- 
writers’ Laboratories 


t 





For full information about the marvelous Coleman line of Oil 
Heaters, get in touch with your Coleman distributor or write today 
to The Coleman Company, inc., Dept. EM-951, Wichita 1, Kans. 


COMFORT COSTS 


$0 UTTLE oleman AUTOMATIC OIL HEATER 


ee (.)) AMERICA'S LEADER IN HOME HEATING 
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Appliance Men 
Talk Plenty, 

Buy Little 

At Chicago 
Summer Markets. 


NORGE sales training manager J. B. (Kip) COMFORTABLE in an easy chair, Hoy REHEARSING his pitch on Apex’s “two 
Anger points to the control board on the McConnell of Capehart-Farnsworth shows for one’’ rug and cleaner deal is C. Kelly 
firm’s new automatic washer off the firm's newest table radio model. Reynolds. Combination sells for $84.95 


GIBSON’s new two-door refrigerator furnishes back- TWO EXECUTIVES of Evans Products Co. general APPLIANCE VETERAN A. D. Vining of White Prods: 
ground for Miss Mary Ellen Voss and William Brown sales manager Georges Faurie and eastern regional 


ucts Corp. listens carefully to F. A. Dewey, right,) 
assistant advertising manager for the company sales manager Les Barrow, compare notes 


of Gibson, Boston. 


A CUSTOMER occupies the attention of Joe Groshans VORNADO fan ad manager Fred Kaths shows off 
f Speed Queen. Center is Lou Miller of the Kane one of his brainchilds, a display featuring a horse 
G Cleveland. At right is Miss Marian Erickson and a cowgirl 


BASEBALL GAME occupies the time of W. A. Kilmer, 
Chicago branch sales manager for Hallicrafters, and 
Miss Edith Rouse of Minsky Bros., Pittsburgh. 


SHARING EXHIBIT space and small talk while wait- HARD AT WORK, B. L. Barnes demonstrates Queen FIRST TIME visitor to both the Furniture Market and 
ing buyers are Mike Wolf of Prentiss-Wabers and Stove’s Superflame heater for buyers from Standard 


the city of Chicago was Mrs. Marquerite Gregory of 
Joe Labisky of Barton Furniture Sales, Pittsburgh 


Armstrong Products. 
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mxelate Melo Man 
an 
a long Profit in your 


THERE |S NO COMPRO WINTER When 
winter comes — when the thermometer i _ try to keep warm 
with the latest TV oF even the most modern major and traffic appliances. 


When it’s cold outside—people need heat inside. There just isn’t any sub- 
stitute for a warm house. This basic need means business - -- Big Business 
for the dealers who get set now for the peak fall selling season. 


Although shelves and warehouses of many distributors and dealers are 
loaded with appliances and home furnishings the fact remains that no 
tional stocks of heating equipment are at their lowest point since the war- 


No — yo" can’t compromise with winter. Order Evans Heating Equipment 
now, while you can still get deliveries. 





statisti 

ynabated pace: 

appliance offers you 

can get the large volume profits this potential offers. 


HEATING EQUIPMENT 
NORMAL NET PROFITS The 


war have created a loss of net profit 
e reclaimed by g long discount 
... the leader in ing drops 


n discounts that wil ofits 


KEY TO VOLUME SALES.-: 


The appliance price war changed the recent 
buyers slowdown into a short-lived riot of buying- To some people cut 
prices represent value, but sales stop W 
Other buyers look for styling and features, 
performance: Whether it’s price, style, features OF 
units are standouts for the kind of value you can put salesmanship behind 
and make @ full profit. Evans gives you 
everything you need for yolume sales 
_..and volume profits. 





\ \ \ \ 





ae | 


\ 


- 
\ 


Now’s tats time | 














Oil Gas 





winter can put » 
pocket this fall 





VALUE IN PERFORMANCE _ "VALUE IN FEATURES 


eat 
— 


VALUE IN STYLING _ VALUE IN PRICE 





























to the leader... 











sett... NOSSHOS11 
electric blankets 


Available in 
Antique Rose, 
Forest Green, 
Sunset Red, 
Sapphire Blue. 


2 No More 
rai Inventory Problem! 


@ You can enjoy more sales, greater profits this year than ever 
before by selling Northern electric blankets. Ready availability 
and prompt shipment of all models eliminate the familiar “out 
of stock” complaint that cuts down sales and promotes unbal- 
anced inventories. 

This year, before you buy, investigate Northern . . . the oldest, 
most reliable basic manufacturer in the electric blanket business. 
And remember, Northern is the full profit line! 


Why Northern for 1951? 
Long profit margins to capitalize on . 
you make more money. 

Competitive prices . . . from $41.95. 


Finest record of trouble-free service . 
sound service policy. 


Sensational display packaging. 
Fully guaranteed for 1 year. 


UL Approved... 


proved in practice by 
300,000 users. 


\7 ~« hiloaoalininr Camnn? 
INOSJNeCTH LLeClLi¢ Company 


Manufacturers of Electric Blankets and Electric Heating Pads for 42 Years 


MAIL 
COUPON 


for complete 
details 


Northern Electric Company, Dept. A, 
5224 N. Kedzie Avenue, Chicago 25, IIl. 
Gentlemen: 


Please send me catalog sheets and price schedule on Northern 
Electric Products 


four Name - 
ee 
el 





News Briefs 


Reduce Prices. The Appliance Mfg 
Co. in mid-June reduced the list 
price of all Duchess washers five 
dollars. Vice-president F. W. Mc- 
Grath emphasized that the cuts 
were voluntary and were the result 
of cost reductions made possible by 
improved efficiency in all depart- 
ments of the company 


c 

Extend Campaign. The electric 
housewares section of NEMA has 
approved the extension of its current 
gitt campaign through fall and win 
ter. The second phase of the pro- 
gram will concentrate on Christmas 

other fall and winter gift oppor 
tunities. New display material for 
this phase of the drive will be 
available 


Canadian Woes. A slump in radio 
appliance buying had produced a 
situation in which “large scale lay 
ffs were Canadian 
manutacturers warned the govern- 


impending,” 


nent in June. By early summer ap 


pliance sales were only 25-30 per 
cent of production 


Freezer Kit. A kit containing the 
basic equipment and supplies to 
package foods for home freezing has 
been made available to its dealers 
by the Ben-Hur Mfg. Co. Valued at 
$32.95, retail, the kit will be offered 
is a gift with the purchase of Ben- 
Hur freezers. The gift kit promo- 
tion will be backed with display ma- 
terial, trade ads and free newspaper 
mats 


Merger Completed. The merger of 
Hytron Radio & Electronics with 
Columbia Broadcasting System has 
been completed. Air King Products 
Co., Inc., a Hytron subsidiary, has 
become C.B.S.-Columbia, Inc. The 
firm will continue to produce radio 
ind TV sets under the “CBS 


Columbia” label 


Introduce “Surround Lighting” 


Assumes Duties. B. G. Hickman, 
assistant sales manager for the 
Sparton radio-television division of 
Sparks-Withington Co., has as- 
sumed the duties of general sales 
manager of the division pending the 
appointment of a 
Henry L. Pierce, who resigned in 
late June 


successor to 


Market Tour. Telechron marketing 
executives are currently visiting 19 
cities across the country to present 
a merchandising show to distribu- 
tors and their salesmen. The com- 
pany has scheduled the biggest ad- 
vertising program in its history for 
the fall months. Particular attention 
will be put on the “Personality” 
clock, a model on which owners can 
insert different background mate- 
rials under the crystal 


No Convention. Emerson Radio & 
Phonograph Corp.'s traditional mid- 
year distributor convention has been 
cancelled in favor of a series of re 
gional meetings The firm has 
streamlined its line by concentrat 
ing on several basic chassis and a 
limited number of models 


7 
New TV Show. Cory Corp. has as 


sumed sponsorship of two 15-minute 
portions of a new daytime TV show 
starring Don Ameche and Frances 
Langford. The show will be telecast 
over the ABC network beginning 
October 2. 


es 
BBB Honored. The New York City 


Better Business Bureau has been 
awarded the “Los Angeles trophy” 
by the Assn. of Better Business Bu- 
reaus for its “leadership to the tele- 
vision industry in developing and 
administering a continuing program 
for the improvement of advertising, 
selling and servicing of television 
sets and in educating the public.” 
(Continued on page 106) 





VISITORS to the Music Merchants show in Chicago last month got their first 
glimpse of Sylvania’s highly-publicized TV sets incorporating ‘‘sur-ound light- 
ing.’ A frame of soft light (adjustable to four brightnesses) has been placed 
around the picture-screens of four sets in the firm’s new line. William Stroben, 
advertising manager for the firm's radio-TV division, points to the ‘‘halolight’’ 
frame which Sylvania officials feel increases “‘the pleasure and comfort of 
watching television.” 
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MORE FEATURES 
PER SQUARE INCH 
Mian any other Room Air Conditioner | 


1. Three row Special Design Con- 
denser. 


2. Slinger-ring fan throws away 
condensed moisture. No ducts 
or water connections needed. 


3. 2-speed rubber mounted motor 
for condenser fan. 


4, Full width, full height insulated 
bulkhead keeps hot air out, 
cool air in. 


5. Three position damper door 
admits fresh air, removes stale 
air. 


6. Twin filters screen out dust 
and pollen—real relief for hay 
fever sufferers. 


7. Insulated Base Pan protects 
metal from condensate. 


8. Big 2-Speed Circulating Fan 
forces cool air into room, or 
circulates room air for maxi- 
mum comfort. 


9. 2-Speed Rubber Mounted 
Motor for evaporator fan. 





10. Exclusive Twin Evaporators provide 
double the evaporator area for greater 
cooling capacity. 


On LY Fedders offers all these quality features — plus the exclusive Com- 
fort Circle Grille that sends cool air in any desired direction. Fedders’ com- 
plete line ranges from the new, fast selling 1 ton capacity unit (at only 
$249.95) to the sensational 34 ton unit illustrated. Also handsome console 
models. Fedders dealers are backed by the biggest campaign in room air 


conditioner history—13 national magazines plus newspapers and nation- 
wide radio and TV coverage—with spectacular direct mail and point-of-sale 


support! So get on the profit bandwagon. Mail the coupon or phone your 


Fedders distributor now! 


edders. 





A GREAT NAME IN COMFORT 
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11, Hermetically Sealed Motor 
Compressor Unit—completely 
sealed, leakproof and feather- 
quiet .. . superb dehydration 
insures long life of the refrig- 
erant system! 


Electrical Components mount- 
ed on compressor assembly. 


Capillary Tube-type Refriger- 
ant Control. 


4-Position Control Switch for 
evaporator fan, condenser fan, 
and complete unit. 


Beautifully finished Control 
Panel. Filters removable in- 
stantly for cleaning or replace- 
ment. 


SEND COUPON FOR NEW PROFIT-PRODUCING IDEAS 


Fedders-Quigan Corporation, Refrigeration Appliances Division 
Dept. EM-7, Buffalo 7, New York 


Gentlemen: Please rush me complete information on how I can 
make extra profit selling the 1951 line of Fedders Room Air Con- 
ditioners. 


Name 
Address 
Company 
City 


County 





LUDWIG BAUMANN 


HAY STERN 


NOooReS 


Acting, 


(00D HOUSEKEEPING SHOP 


; ae pore Je L. HUD 


son CO 


as 








They're all v RO l) f) 


to advertise 


Sentinel 


Many of America’s finest retail organi- 
zations, large and small, are proud to 
feature the name Sentinel—because they 
know these radio and television sets 
snub service calls and insure their stores’ 
prestige. And profits! To help your own 
store’s prestige—and profits—contact 
your Sentinel distributor or Sentinel 
direct. Quickly! 
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*Sentinel 


RADIO AND TELEVISION 
Evanston, Illinois 


AUGUST, 


NEWS BRIEFS 


meee “ONTINUED FROM PAGE 104 =m 


Lease Plant. Wilcox-Cay Corp. has 
leased a plant in Burbank, Calif., 
where it will manufacture Majestic 
television and radio receivers and 
Wilcox-Gay Recordios. 


oO 
Rebuild TV Tubes. Zetka Televi- 


sion Tubes, Inc., has set up a special 
department to rebuild used picture 
tubes. 


Ad Campaign. Advertisements ap- 
pearing in Sunday supplements in 60 
cities were used late last month by 
A. O. Smith Corp. to spark a mid 
summer sales program on its water 
The company provided deal- 
ers with tie-in material for local use 


* 
New Tube. A self-f: 


static TV picture tube has been in- 
troduced by Electronics 
Inc. The tube operates on low volt- 
age, is unaffected by normal line 
voltage changes or anode voltage 
fluctuations and will not drift out of 
focus. A “significant saving” of criti- 
cal material is possible in sets using 
the new tube, the company said 


2 
Buys Ward Co. Stewart Mfg. Co., 


Indianapolis, has purchased the 
Edgar T. Ward Co., manufacturer 
of air circulating and ventilating 
fans. Equipment of the Ward firm 
has been moved to the Stewart plant 
in Indianapolis. Ward fans will con 
tinue to be marketed by Stewart and 
replacement parts may be obtained 
from the Indianapolis firm 


Prices Up. The Kelvinator division 
of Nash-Kelvinator Corp. in early 
plans to increase 
prices on certain of its ranges and 
freezers. The firm said the boosts 


heaters 


cusing electro 


Thomas 


July announced 


were made necessary by increases 1 


manutacturing cost 


Cut Production. Phil 
June announced that it had “tem- 
porarily curtailed 
TV production 


tory with sales.” 


o Corp. mn late 


home radio and 
» “balance inven 


(Continued on page 108) 


NAFM President 


JOHN M. FRANK, president of Ilg 
Electric Ventilating Co., has been 
elected president of the National 
Assn. of Fan Manufacturers 
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CUfeomilic 


with the Exclusive Flavor Selector FULL CUPS 


All over the country Coffeematic, the ‘‘Number One” coffeemaker, is paying off for retailers. 
‘‘One of the outstanding sellers’’, says the Vandever Dry Goods Company 
of Tulsa in a recent issue of Retailing Daily. 


Here’s How They Do It! 


1) Display Coffeematic on several mirrored shelves around Universal Coffeematic is first choice in millions of 
a column in the store. homes. Coffeematic is the choice over every other 
@ Have a year-round wired display of the Coffeematic in coffeemaker because of its features, the flavor and 
@ prominent spot in the store. quality of the brew, and its completely automatic 
© Have a coffee-bar promotion. Local coffee company and action. Coffeematic brews to the strength you choose 
dairy tie-in to furnish coffee and cream. —mild, medium or strong . . . signals when ready 
4) Have demonstrations several times a year with iced fi and keeps coffee at perfect serving temperature 
coffee served to customers during hot weather. without increasing strength—al/ automatically! No 


5] Run consistent advertising in local papers. wonder it’s America’s Favorite Coffeemaker. 


Feature the leader ana join 
fu NIVERSAL (“ative Leader ona tom 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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Here’s your chance to rate the oil space heaters 
on your floor! Check this list of important features and 
advantages... see how close they come to Perfection 
—the only space heater which rates a perfect score. 


ALL THESE SELLING 4 hy PLUS THESE BIG 
POINTS! AOVANTAGES ! 


Patented pilot burns over 40 Built for the m 


hours on one gallon of c least servicing 


A real pilot—not just a low fire A heater for e 


Pilot burns constantly, eliminoat- Heaters for both gas an 


ng bother of relighting , 
wi sit Backed by extensive national 


"Midget" Pilot makes automatic odvertising 


controls truly practical 
sie Supported by eye-catching dis- 
y 


“Multi-Heat” burner provides pia 


p pieces 


t 


full range —high to low fire 
Promoted by point-of-sale dealer 


An actual blower, notmerelyafan aids 

Efficient radiator extracts extra Benefits of co-operative adver- 
heat from fuel tising plan 

Built-in plunger cleans fuel line Carload discounts on assorted 
without heot interruption products 

Automatic draft regulator for Made by a well-known, well- 


steady, even combustic respected manufacturer 


you CANT BEAT 


“Peafaction 


OIL AND GAS HEATERS 


(Write us for further information on the 


“AA/1A 444A 
4/1} 4 htlth 


li 


complete line of Perfection heaters) 


PERFECTION STOVE COMPANY 
7306-B Platt Avenue * Cleveland 4, Ohio 


AUGUST, 


NEWS BRIEFS 


o=====CONTINUED FROM PAGE 106=mm= 


FM Campaign. Zenith Radio Corp 
has launched a summer promotion 
on its FM radio sets. The drive 
will also emphasize the “superiority 
and dependability” of FM _ broad- 
casting, the firm said. Dealer coop 
ads will include promotion of pro- 
grams broadcast by local FM sta- 
tions 


Record Shipment. The biggest sin 
gle shipment of refrigerators and 
freezers ever consigned to Mexico 
was announced recently by the A. J 
Alsdorf Corp., Chicago exporting 
firm. The shipment consisted of a 
complete trainload of 26 carloads of 
Coolerator products, carrying a 
wholesale value of approximately 
$350,000 


New Warranty. The replacement 
tube department of Raytheon Mig 
Co. has announced a registered, six 
month picture tube warranty which 
eliminates code dating and cuts 
down dealer and distributor paper 
work. A stamped card is included 
in each tube carton and is filled in 
by the dealer. The customer mails 
the card to Raytheon 


& 
Ad Campaign. RCA Victor last 


month conducted an unusual televi- 
sion advertising campaign designed 
to stimulate sales through more ag- 
gressive merchandising. Commer- 
cial interest was subordinated in the 
series of ads which were based 
on successful sales promotion and 
merchandising campaigns 


Three Promotions. Estate Stove Co 
has announced three promotion 
plans for its dealers. One involves 
the gift of a 14-inch window fan 
with purchase of an Estate range 
A second promotion is built around 
a price reduction on a gas range. A 
“magic key” campaign on gas and 
oil “heatrolas” is the third new 
campaign 


Sponsor News Shows 


AL HAGGARD, left, western region 
sales manager for Given Mfg. Co., 
extends congratulations to CBS com- 
mentator Frank Goss, whose show on 
KNX is now sponsored twice weekly 
by Given for its Waste King pulvera- 
tors. Looking on is Dick Joy, whose 
KNX news show is also sponsored 
twice weekly by Given. 
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-INCH G-EGIVES YOU 


Pe 


satus 


More Peture lower. 


Oe eae 
Le 


e 


EL, Oe Usa eD, 422 


Gy tA DATE 
FELEYISIDY 


* Unlike many big-screen receivers with “souped- 
up” versions of low-powered chassis—this G-E has 
a new chassis engineered to drive sets 20-inches and 
larger! It has more tubes, more power—an advantage 
every customer can understand. It gives the crystal 
clear, big-screen performance your customers want! 
AND-—here’s something that will ring a bell with 
you. ALL SERVICE ADJUSTMENTS ARE IN 
FRONT BEHIND THE TUNING KNOB ES- 
CUTCHEON! In a luxurious mahogany veneered 
cabinet...with half-doors. Concealed swivel casters. 
Call your G-E TV distributor, today! $575.00* 
General Electric Co., Receiver Division, Syracuse, N.Y. 
*Includes Federal excise tax. Installation and picture 


tube protection plan extra. Price ape to chan: 
without notice. Slightly higher West and South. 
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Ky 


Here they 
de 


ore... the General Electric 


~ Designed 


... the newest, most exciting line of clocks 


Watch the demand for America’s fastest-selling 
clocks grow and GROW with these 9 new beauties .. . 


TWEED—This clock has distinctive case in 
rich, brushed-metal finish. Raised gold-color 
numerals and hands. Red sweep-second hand 
‘Textured tan dial. Wide base pedestal pre- 
vents tipping clock over in dark. 





DOMESTIC— This kitchen clock can be seen 
and read from any part of the kitchen. Raised 
silver-colored numerals and ivory-textured 
dial. Crystal is shatterproof. In red, green, 
blue, and yellow 


MORNING STAR—This attractive alarm has 
a pilot light that lets you know when the 
alarm is set. Luminous hands and hour dots. 
In ivory plastic case. Serves as handy night 


light, too 
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CLANSMAN— This newest G-E Kitchen Clock 
sets a new style note with colorful plaids. 
Large shatterproof crystal. Red sweep-second 
hand. Comes in four brilliant plaids—red, 
blue, green, and yellow. 


BEAU ALARM—One of G.E.’s most modern 
models. Luminous numerals and hands on 
handsome wood-grain dial. Wide shatter- 
proof crystal. Handsomely styled in a case of 
sparkling ivory plastic. 


CONCORD— This distinctive G-E Clock is a 
beautiful Colonial reproduction. Richly 
grained mahogany case. Mahogany-color 
hands and numerals. Scrolled ivory-color dial, 
Topped by polished brass ornament. 


AUGUST, 


PURR-A-LARM —This alarm features lumi- 
nous hands and numerals for telling time in the 
dark. Molded ivory plastic case. Chocolate 
brown dial. Large shatterproof crystal. A very 
functional design. 


DRUMMER—A new automatic alarm that re- 
sets itself. Luminous hands and hour dots. 
Gold-color dial. Numerals embossed on shat- 
terproof crystal. Red sweep-second hand. 
Beautifully styled case of ivory plastic. 


CUE—This new, low-priced G-E Alarm Clock 
is neatly designed in a glistening ivory plastic 
case. White numerals and hands on brown 
textured dial. Red sweep-second and alarm 
set hand. Shatterproof crystal. 
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Clocks that were “i 


for Selling! 


in General Electric history ! 


3..and to help you FEATURE and SELL more clocks... these 
G-E CLOCK SHOPS—backed by a money-back guarantee! 


GENERAL (* ELECTRIC 











THE JUNIOR CLOCK SHOP—For a perma- COUNTER CLOCK SHOP—Solid wood construc- 
tion. Finished in rich, antique ivory. Green and 
gold background. Holds 5 clocks. Comes ready 
to use—no setting up necessary. 


nent counter or window display. Ideal 
where space is limited. Holds up to 12 as- 
sorted clo:ks. Attractive Colonial design. 


AX) ISSSSSSSSSSessesssssns 
K=xX=) 
SSSssssssessc 


Increase your clock business 
or your money back !* 


ss neral Electric C. vompany will refund 
1€ net cost of any of these display fi 
tures if such fixture 2 does not meas 
nat business for the six months fol. 
Owing installation—over the same si 
month period of the previous ae e33 


ses ssessEseessssssssssssss) 


G-E Clocks are backed by the greatest, most consistent advertising campaign we've ever run! 


These Clock Shops—plus a De Luxe Clock Shop 
Upper Section—are available to you through 
a special ‘“‘designed-for- you” deal .. . ask 
your distributor—today ! 


THE DE LUXE CLOCK SHOP—Gives you a separate ‘ , a ¥ 
: " ft Choose the CLOCK SHOP that suits your needs— 
clock department in only 4 square feet of floor space. . ; 
Winkde- ik desis law cuubotes to aaladt Wisele there’s one for every-size store. If you already have 
" one working, you'll find it profitable to install an 


Finished in antique ivory color. Simple one-plug 
connection for all lights and one clock. extra—to put your store in the clock business on a 





cient 
f SSsssessesssss ; 


grand scale! 


We'll tell the world General Electric Clocks are extra-wonderful Lines in The Saturday Evening Post. It’s the biggest advertising 


buys ... and the most beautiful you’ve ever seen! And we'll program in G-E Clock history! 
keep on telling the greatest audience in America with week-after- 
week advertising from July through December. First, there’s the Order through your distributor now! ‘To sell America’s greatest 
popular Garry Moore show on TV. PLUS... big, big ads—in color money-making clocks, feature the newest General Electric line. 
and black and white—in Life, Saturday Evening Post, Look, Traffic Appliance Division, General Electric Company, Bridge- 
Woman’s Day, Coronet, Farm Journal—and Nancy Sasser’s Buy port 2, Connecticut. 


*Provided government regulation beyond our con ot curtail production or dé 


GENERAL @@ ELECTRIC 
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Get into the swing 


...- with these two lines 


1. THE WASHLINE is your market... 
50,000,000 women strong (or, rather, weak) 


With fifty million women still using washlines, there’s a great un- 
tapped market for automatic dryers that runs into the billions of 
dollars. And more and more dealers are making the most of it! Get 
your share by moving in now with one of the best-known names 


in the home laundry field—Lovell. 


With the hard-hitting Lovell sales line to help you, you'll 
become a dryer sales expert quickly and easily. So swing out now 


for extra profits with the washline and Lovell’s sales line! 


Lovell introduced a dryer more than 11 years ago; today Lovell makes 
tumble-type electric and gas drying units for APEX, BARTON, 
CONLON, DEXTER, HAAG, HORTON, THOR, and others. 

ilthough dryers are now in short supply, Lovell is producing all the 
drying units that government restrictions on materials will permit 


2. THE SALES LINE for the Lovell 
Drying Unit is your key to the market 
Single dial control provides; 
1. Automatic shut-off. No time guessing. 
2. Complete temperature range for any dryness or type of fabric. 
Infra-red rays purify the clothes. 


Easy-to-unload door is extra large, swings open all the way. 
Allows full visibility inside. 


Easy-to-clean lint trap. 
Lint trap safety by-pass prevents clogging if user fails to empty trap. 
Outdoor humidity-vent can be easily connected, if desired. 


Vacuum drying system preheats air, costs less to operate. 
Reduces accumulation of lint inside dryer. 


Air-cooled cabinet allows easy access for cleaning or repairs. 


Handy clean-out duct to remove bobby pins, sand, other small 
objects. 


America’s newest household blessing 


ano cas DRYING UNITS 


LOVELL MANUFACTURING CO. + ERIE, PA. 


Also makers of famous Lovell Pressure Cleansing Wringers “a ’ Look for the Lovell 
~~ DRI-RITE Control 








HARDERFreez Freezers 
Tyler Fixture Corp., Niles, Mich. 


HARDERFreez farm and 
freezers available in sizes of 
u. ft. in chest models 
nd 30 cu ft. upright 


Heavy duty, pres 
e - lock, romeplated hardware 
quipped wit xk and key; self- 
balancing safety lid, finger-tip opening 
and closing; adjustable wire dividers; 
center plate coil minimizes condensa- 
tion; handy freeze basket holds proper 
for quick freezing; handy 
tment for storing wrapping ma- 
recessed, perforated for ven- 
tilation: temperature control knob; 
warning light; hermetically sealed 
compressor; the 3 new upright models 
are modern in design with corners 
rounded; white baked-on synthetic re- 
i enamel; inside doors and 
compartment doors finished in 
ht blue; large doors for easy access 
and maximum visibility; shelves fro- 
zen foods are stored on are high effi- 
ciency plate coils; each inner compart- 
ment has its own door for maximum 
efficiency; all joints hermetically 
sealed. 
Electrical Merchandising, Aug. 1951 
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GIBSON Freezer 


The Gibson Refrigerator Co., 
Greenville, Mich 
HF-1391 freezer 
Selling Features New streamlined 
model p is 4 it. storage in 
space formerly required for the 10 cu 
ft. models; se t uick-freeze com- 
partment provid uper-fast freezing 


I 
sere Orn 


treezes 


up to 102 Ibs. meat, poultry, fish, fruits 
and vegetables in freezing compart- 
ment; balance of cabinet provides 
10.13 cu. ft. frozen food storage for up 
to 354 lbs. food; other features include 
full width counterbalanced lid which 
raises or lowers at touch of finger; 
automatic interior light; single dial 
temperature control and movable bas- 
kets in storage section; hermetically 
sealed compressor 
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KALAMAZOO Range 


Kalamazoo Stove & Furnace Co., 
Kalamazoo, Mich. 


Device: Kalamazoo “Golden Jubilee” 
range No. E-302. 

Selling. Features: 30-in. range fea- 
tures a glass-bottom broiler for “Broil- 
ing-Over-Glass”; heat-treated glass 
grill seals in juices, glass washes as 
easily as a dish, smokeless; “Glow- 
Light” glass panel fluorescent lamp 
floods work surface with light through 
photosensitive glass panel, louvers in- 
side glass diffuse light and eliminate 
glare; automatic oven control and 


handy minute-minder also included in 
this backsplash; 7-heat Chromalox 
self-cleaning surface units—triangular 
rods expose maximum surface to uten- 
sils; golden-glass oven handle with 
easy dialing cook chart; savor-seal 
in. wide; light automatically 

ven when door is opened; 

drawer has Gramix 

r bearings; oven vent located be- 
neath right rear surface unit; red sig 
lights turn on automatically when 
suriace unit is in operation; 


yuutlet built into front of range 


ul Merchandising, Aug. 1951 
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REMINGTON Shaver 
Remington Rand Inc., 60 Main St., 
Bridgeport, Conn. 

Device: Remington 60 shaver. 

Selling Features: Styled for easier 
handling—l-piece plastic hair pocket 
that comes off in a jiffy exposing heads 
for rapid, thorough cleaning ; new type 
start-stop wheel works by means of 
simple finger-tip motion, does not re 
volve while motor is operating; extra 
long Diamond-Honed shaving heads 
(with from three to nine times more 
cutting edges)—132 cutting blades 
perform 270,000 cutting operations per 
sec.; redesigned rotary motor. 

Price: $27.50. 
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GIBSON Refrigerator-Freezers 


The Gibson Retrigerator Co., 
Greenville, Mich. 


Models: Gibson 2-door combination 
refrigerator - freezers Nos. TD-1091 
and TD-1021. 

Selling Features; Each model fea- 
tures separate itreezer compartments; 
two independent doors provide for sep- 
arate temperature controls with indi 
vidual dials; upper section or freezer 
compartment in each model has over 
2 cu, ft. storage space or 73.5 Ibs.; 
temperatures from zero to 15 degs. 
below can be maintained in these com- 
partments; lower sections have 2 
Swing’r Crisp’rs with floating clear- 
plastic covers; 3 handy door racks; 
Gibson Butt’ry includes a new spill 
saver tray for small packages and jars. 
Deluxe model No. TD-1091 has 10 
cu. ft capacity, 18 sq. ft. shelf area; 
adjustable shelves for flexible arrange- 
ment and 2 spill saver trays ; Pres-Toe 
automatically opens and closes large 
food compartment doors. TD-1021 has 
10 cu. ft. capacity, 16 sq. ft. shelf area 


and super market Swing’r Crisp’rs. 
Prices: TD-1091, $529.95; TD-1021, 
$479.95 
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SUB ZERO Refrigerator-Freezer 
Manit: Equipment Wks., 
Manitowoc, Wis. 

Model: Sub-Zero “Ten-Ten” combi- 

nation refrigerator-freezer 

Selling Features: Provides 10 cu. ft. 
frost-iree refrigeration space plus 10 
cu. ft. freezer space in an upright de- 
sign with refrigerator above freezer 
for maximum convenience;  self-de- 
frosting refrigerator section has ribbed 
plate glass shelves, separate drawers 
for meat and vegetable storage and 
extra space in racks on door; freezer 
space has 3 big shelves for frozen food 
storage, racks for 5 ice cube trays with 
snap-free sections; Therma-Seal con- 
struction with Fiberglas insulation; 
single, hermetically sealed compres 
sor unit serves both refrigerator and 
freezer compartments through a spe- 
cial “slave coil”; outside dimensions 
67% in. high, 36 in. wide, 29% in. deep. 
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C & H Window Fan 
C &H Air Conditioning Fan Co., Inc., 
1591-1623 DeKalb Ave. N.E., 
Atlanta 6, Ga. 


Model: No. 415-4CW casement win- 
dow tan 

Selling Features Has two 15 in. 
blades with 4 forward speeds; both 
fans operate at same time; can be used 
in 36 and 48 in. casement windows; 
moves 2709 cfm; designed for simple 
operation by removing screen and in- 
stalling fan with same hangers that 
screen was originally mounted 
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Tk your Cudlomen 
Only the Grensnal 
Mills Automate 
Toaster has a 
Dowlls Theamostat 
yo wn for Toasting 
Alice after Alice. 
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QUICFREZ Refrigerator 
Sanitary Refrigerator Co., 
Fond du Lac, Wis 


TWIN-BREEZE Window Fan 
Stewart Mfg. Co., 320 E. St. Joseph St., 
Indianapolis, Ind 

Twin-Breeze WC-14 double 
W alr ulator 

Yelling Feat Equippe 

yladed, 14 in. 1 metallic 
li me lubricated 

110 volt ax« 

peed switch prov 

al at 4000, 2500 or 1500 cf 


nstall; extension brackets tor ad 
ng to windows from 32 to 48 in 
f tor casement wu 
ttic installation; silver 
guard; baked enamel 

48 


mmerloid case; shallow 
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TELECHRON Clocks 
Telechron Dept., General Electric Co., 
Ashland, Mass. 


Personality 


SUB-ZERO Freezer 
Manitowoc Equipment Wks., 
Manitowoc, Wis. 
14 Sub Zero freezer. 
Has 14 cu. ft. capa- 
{ design; 3 separate stor- 
mpartments Therma-Seal con- 
| iberg insulation 
pressor unit 
twin spring 


} 1 . 
at keep cold 





is opened 
han most 


whee ee eee ee ee we 


UTS ta ta gere 


dee 
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ILG Kitchen Ventilators 
The Ilg Electric Ventilating Co., 2850 N 
Crawford Ave., Chicago, Ill. 


Device: No, LC-10 Ig built-in kitchen 
ventilators in two sizes; cat. nos. 8151 
and No. 8153 

Selling Features: Made with adjust 
able sleeves to fit various wall thick 
nesses; No. 8151 has an expansion 


range 4 to 6 in.; No. 8153 from 


AUGUST, 
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5} to 9 in.; delivers 500 cfm; grille is 
held in place by one thumb screw for 
easy cleaning ; fan motor assembly also 
held in place by one thumb screw; 
l-piece outside and inside sleeves of 
drawn steel accurately die-made for 
telescoping one into the other; drawn 
steel door with oversized hinge; 2 
torsion springs open, pull chain closes; 
type “Q” fan wheel for extra quiet- 

; enclosed motor; weatherproof 
door seal 
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SHETLAND Floor Polisher 
Shetland Co., Lynn, Mass. 

é Shetland twin-brush floor 
polisher 
Waxes, polishes, 

cleans; performs 

equally well on all types floors, wood, 
linoleum, rubber or asphalt tile, ter- 
razzo, marble, tile or cement; comes 
with 2 sets of brushes: Tampico for 
polishing and Palmetto for waxing 
and scrubbing; lambs wool bonnets 
for buffing and steel wool pads tor 
eavy-duty cleaning available at slight 
additional cost; designed by Michael 
Hallward, the new Shetland dual 
brush has specially-designed constr 
tion that enables polishing under ex- 
ners and 


ounter- 


Yellin tures 


buffs, scrubs, dry 


mely low places, into 
Ils and borders; « 
tz brushes cover a full 12 in. 
swathe with no unpolished center 
irea powerful, well-balanced 1 


ovides effortless operatio 


$21.95 


Verchandising, 


R & M Window Fan 
Robbins & Myers, Inc., 
Box 2527-A, Memphis 2, Tenn 


30-in. window fan t 


ait a time 


] tures: Quiet belt-driven fan 

‘rs 7000 cfm; electrically reversi- 
ble so it can be used as circulating fan 
in daytime and exhaust at night; heavy 
gauge steel with baked enamel finish 
in ligt ivory; easily installed in upper 
x lower sash of standard windows ; 
protective mesh guard finished to 
match cabinet can be mounted on front 
or rear of fan 
Price: $99.95 plus $10 for guard 
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THIS IS IT! 


THE MOST SENSATIONAL VALUE 
IN CABINET SINK HISTORY! 


YOUNGSTOWN KITCHENS 48° GIANT TWIN- 
BOWL ANNIVERSARY Speci CABINET SINK 


$129.95" 


*Suggested retail price. Slightly higher west of Rockies. 


HELPS BRING 
CUSTOMERS 


TO YOUR STORE! 


LOADED WITH 
FAMOUS FEATURES 


@ One-piece, acid-resisting, porcelain-enameled steel top. 

@ Two giant bowls. Deep, roomy, no-splash. 

@ Hide-away cutlery shelf opens with right-hand door, keeps 
cutlery handy. 

@ Convenient soap-box rack on left-hand door. 

@ Impressed soap dish 

@ Swinging mixing-faucet provides exact water temperature 
desired 

@ Crumb-cup strainers catch refuse, half-turn converts bowl 
to dishpan. 

@ Doors sound-deadened, easy-swinging 

@ Rubber bumpers cushion door closings; torpedo catches are 
positive-acting type 


@ STEEL construction throughout. 


AND MANY OTHER FEATURES 





Youngstown Kitchens Food Waste Disposer may be installed in either bowl. 


Marvelous high value — exciting low price! 
Here they are together in the most sensational 
cabinet sink bargain ever offered! 


Think of it! A giant, twin-bowl cabinet sink 
loaded with features—a genuine Youngstown 
Kitchens Cabinet Sink—at a smashing low 
price that opens new market possibilities. 


Don’t wait another minute. Get in on the 
Youngstown Kitchens 48” Giant Twin-bow) 
Anniversary Special Cabinet Sink promotion 
Write, wire, or phone your Youngstown 
Kitchens distributor now! 


ALL IN ONE BIG PACKAGE! 


@ 100 rotogravure broadsides 
@ Giant window poster 

@ Special display card 

@ 4-column newspaper mat 

@ 2-column newspaper mat 


MULLINS MANUFACTURING CORPORATION 


Youngstown Kitchens are sold 
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e WARREN, OHIO 


throughout the World 
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THE HEATER > 


THAT’S EASIEST ON THE METER 


1S IME ONE TO bell! 


La'6% 





COROAIRE 
CONSOLE 


GAS FIRED HEATER 
AND WINTER AIR 
DIT NER 


@ 20 to 50% less cost in fuel bills results from heating o> 


with the COROAIRE CONSOLE. Ideal for 344 to 7 room 
homes, apartments, stores ... all kinds of business places. 
Completely automatic—safe, simple and effective. No larger 
than a console radio and as easy to install as 
a kitchen range, the COROAIRE CONSOLE blends 


perfectly with home or store decoration. 


p 


THERE’S A REASON... 


ELECTRICAL APPLIANCE NEWS 








the COROAIRE CONSOLE is a heating 














marvel because of its exclusive, patented 























features — the COROAIRE VENTURI TUBE 
HEAT EXCHANGER —traps heat 5 times 


longer, has 5 times greater heating surface — 





faster air flow with minimum resistance. 


tivtih Beate, 


THE COROAIRE HEATER CORPORATION 


Manufactured exclusively by the Republic Steel Corp 


Dept.EM1,1422 Euclid Avenue * Cleveland 15, Ohio 


SERVEL Refrigerators 

Servel Inc., Evansville, Ind. 
Models: 8 new Servel electric refrig- 
erators in Royal, Deluxe and Economy 
series 
Selling Features: Operate on absorp- 
tion principle requiring no motor or 
moving parts—heat energy supplied by 
compact electric unit activates freezing 
system on a heat-plus gravity principle 

same manner as coffee rises and 

descends in percolator; once tempera- 
ture is set by dial it is maintained 
without fluctuation. 

Royal series: Tudor, BR-1118, 2- 
door top model, has 11.5 cu. ft. capac- 
ity; 21.8 sq. ft. shelf area; separate 
freezer compartment has 2 cu. ft. ca- 
pacity; features odds-and-ends basket 
at top of main storage compartment 
for small packages and jars. 

BR-917 has 9.4 cu. ft. capacity; BR- 
816 has 8 cu. ft. capacity. 

Deluxe series: BR-1015, has 10.3 cu. 
ft. capacity; BR-815 has 8.1 cu. ft. 
capacity; BR-615, has 6.08 cu. ft. 
capacity. 

Economy series: BR-813 has 8.1 cu. 
ft. capacity; BR-613 has 6.08 cu. ft. 
capacity. 

Two second largest models have 
quick cold shelf for rapid chilling of 
salads and desserts. All models have 
shelves adjustable to 7 positions. 
Electrical Merchandising, Aug. 1951 


TIMKEN Oil Boilers 
Timken Silent Automatic Div., 

Timken-Detroit Axle Co., Detroit 32, Mich. 
Vodels: New line of Timken Silent 
\utomatic oil boilers for forced hot 

water heating systems 
Selling Features: Available in 4 sizes 
iving total heating capacities of from 
80,000 to 100,000 btus per hr.; fired by 
Timken Silent Automatic wall-flame 
| burner; models OBR-80 and OBR- 
S0A have steel hearth and burner com 
letely installed; models OBR-100 and 
OBR-100A have fractory hearth and 
ire designed for field installation of 
burner; new line features square, 
id-cornered ts easy to install 
Ilver-tan baked enamel finish; door 
and top panel lift off for easy service 
access ; OBR-80 and OBR-100 feature 
is standard equipment insulated cabi- 
net; steel plate heating boiler; built-in 


‘ 


abine 


copper-coil instantaneous-type domes- 


tic water heater; wall-flame burner, 
hearth and standard controls and boiler 
trim. OBR-80A and OBR-100A have 
same standard equipment without 
water heater coils; designed for instal- 
lation where domestic water must be 
heated by supplementary means. 
Electrical Merchandising, Aug. 1951 


. i ay a ee ~ 
USAIRCO Air Conditioners 
United States Air Conditioning Corp., 
3300 Como Ave. S.E., 
Minneapolis 14, Minn. 
evice: 1952 usAIRco window type 
room air conditioners 


lr) 
l 


Selling Features; An all-weather ex- 
haust feature provides a manual con- 
trol on top of cabinet for regulation of 
exhaust damper which will remove air 
irom room to outside, functions inde- 
pendently of cooling section of unit 
and can be used.equally well in cold 
weather to exhaust stale or smoky 
room air; other features include easy 
change of filters and fully-sealed her- 
metic refrigeration system; units are 
available in 4% and % h.p. models, the 
smaller is recommended for use in 
rooms 200 to 300 sq. ft.; while the 
larger is designed for rooms with 300 
to 450 sq. ft. floor space; adjustable 
louvers provide 4-way directional con- 
trol of air; housed in streamlined cabi- 
net finished in neutral tone of Ham- 
merloid enamel 
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PARAGON Timer 
Paragon Electric Co., Two Rivers, Wis. 

Device: Paragon time control for farm 
ventilation 

Selling Features: Eliminates need for 
two fans—provides constant supply of 
fresh air and maintains comfortable 
working conditions; used in conjunc- 
tion with any the stat suitable for 
farm ventilation, wl he temperature 
rises above desired setting the thermo- 
tat contacts close operating the fan 
util the building is cooled to desired 
temperature; thermostat contacts then 
open and stop the fan; timer takes 
over and operates fan for short period 
every 10 min.—long enough to replace 
moisture-laden, oxygen-poor air with 
fresh, dry outdoor air; control system 
is fully adjustable to compensate for 
amount of stock; dual control assures 
maximum ventilation when desirable 
and control of moisture condensation 
even in coldest weather 
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Gend 'em 
Back to School 


the Zenith Way 


3 Sehool days* School days, > 
J they are Zenith selling days — - Picn 


> 
There’s something for everyone here on this page—high-flying _4 
students, book-wormish profs. It’s famous Zenith Quality in 

Radios, Radio-Phonographs-and Portables. Just showing ‘em 

sells °em ... and lets you capitalize on an August bonanza 
of back-to-school prospects you'll treasure the rest of your 
Dealer Days. Send ’em back to school+the 


ae, 
+f H 
Md 

| 


ih 
tit 


H 
‘ 


The new Zenith “Saratoga” with Cobra-Matic Record 
Player and 7'4-Inch Speaker— The largest speaker ever 
in a Zenith table radio-phonograph! With the famous 
Cobra-Matic for new record-playing thrills . .. powerful 
Zenith Long Distance AM radio. Model H664 


The famous Zenith Super Trans-Oceanic for world-wide The new Zenith "H401" Portable with tone and 


st 


entertainment and information—Better than ever 
before! Features six Short Wave Bands, famous 
| Zenith Long Distance AM and Marine and Weather 
Coverage. Tunes in the war capitals and listening 
posts of the world. Keeps students up-to-date on 


| international news and events! Model H500 
| 


Write Your Distributor 
for Zenith’s Complete 
Back to School Pro- 
motion Package Now! 


«ne oso RADIO 
and TELEVISION 
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performance incomparable—A joy to behold— 
to hear—to carry anywhere... that's what the 
young folks say. Its brand new Dial Speaker de- 
sign and tone circuits bring a revelation in tone 
unmatched in a portable so small. Model H401 


The new Zenith “Tournament” for all- 

around good looks and rich tone—Bound to be 
radio's most copied design! Scientifically created to 
turn all its power into rich, glorious new tone quality 
and volume. Plenty of eye-appeal in its Black, White 
or Swirl Walnut Plastic cabinet. Model H511 


The popular Zenith Clock-Radio for a soft, 


soothing “Good-Night" and a cheery “Good Morning” — Students 
love it! A superbly-toned radio that wils them to sleep ot night... 
wakes them gently in the morning. Automatically turns coffee maker, 
bed lamp, heating pad or electric fan on and off. Sells on sight! 
in Ebony, Ivory or Walnut plastic. Model H516 


Zenith Radio Corporation, Chicago 39, Illinois - Also Makers of Fine Hearing Aids 
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imagine... 
Hot Water 
as pure as 


milk from 


a baby’s 
bottle... 


Glass Lining ws FOWLER 


KEEPS WATER RUST-FREE...ALWAYS CLEAN 


IT’S A FACT! Fowler promises every user a constant supply of 
sparkling clean hot water from a glass-lined, rust-proof tank. 


Water never touches metal in a Fowler! Smooth, durable 


porcelain enamel bonded to steel inside the tank provides sure pro- 
tection against rust and corrosion, regardless of water conditions. 

Glass-lining is only one of many outstanding Fowler features 
that appeal to customers and make Fowler one of the fastest selling 


water heaters on the market today. 


There's a lot to talk about i 
when you sell FOWLER 


GAS WATER HEATERS 
Extra-heavy insulation. 
Oversized tapered heat five. 
Economy one-piece raised port 
burner. 

AGA approved. 
.-.-developed by 


FOWLER 


Capacities: 


ELECTRIC WATER HEATERS 
Patented 3-way built-in insulation. 
Safe “Black Heat"’ external- 
type elements. 

Copper heat trap. 
U.L. approved. 
Capacities: 5 to 80 gallons. 








Find out all about FOWLER 


write for complete information today. 


MANUFACTURED BY 


FOWLER MANUFACTURING COMPANY 


2545 S$. E. GLADSTONE « PORTLAND 2, OREGON 


FOWLER (ios diva/ 


Eheiliue é Gite WATER HEATERS 
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PERFECTION Oil Heater 


Pertection Stove Co., 
7609 Platt Ave., Cleveland 4, Ohio 


features 

culates 

led by 
j 


5 ilk 
Ss, and a 


REX-AIRATE Fan 


Air Controls Inc., Div. The Cleveland 
Heater Co., 2310 Superior Ave., 
Cleveland 14, O. 


WINCO Sinus Mask 
Winco Mfg. Corp., 29 Haviland St., 
So. Norwalk, Conn. Sales offices: 
316 Dean St., Brooklyn 17, N. Y. 
ice Winco full 


tures: Heats to approxi 


vision sinus mask 


mately 130 degs. F; 


low, medium or high 


3-speed switch for 
heat; covers en- 
nus egion; dual thermostat 
| s 30 watts at 

ipletely cov 
h rubber, with 


vetween ele- 


LYON Kitchen Cabinets 
Lyon Metal Products, Inc., Aurora, III 


Lyon “New Freedom” kitchen 


tures Tap-O- Matic” han 
wutomatically at = slight 

mtrol unit over range re 

ves odors at source—merely lifting 
yod starts small motor and tan unit 
cabinet ® hnger up cabi 
} 


storage 
-matn orner base cabi 
circular trays; 
inet tops 


ACME Refrigerator-Range 


Acme-National Refrigeration Co., 
29-34 40th Ave., Long Island City, N. Y. 
= | 


strigerator and 


SEALECTOR Sealing Iron 
Seal Incorporated, 
8 Brook St., Shelton, Conn 


gs. F; cor 

; pointed toe and sloping 

into tight corners; safety 

ids Sealector safe when not in 

hand fit handle; polished alumi 

num base slides over packages with 
' 

quick iniform heat 


ease giving 
transmission 
Price $6.95 
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ELECTRICAL APPLIANCE NEWS 
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RED JACKET Pumps 

Red Jacket Mfg. Co., Davenport, lowa 
N” series shallow well re 
umps and water systems. 
tures Gray iron pump 
eel piston rods, brass 
intered bronze bear- 
valves with unique 
1 line which prevents 
1 “N” models 
eable except for 
ody: 250 gal 
erted to 350 


oil lubricated 


F & W Pumps 


Flint & Walling Mfg. Co., Inc 
Kendallville, Ind 
Fk & W “Bullet” shallow well 
No. C8117 and F & W deep 
amps C6843, C6845 and 








Hit yourself im your 


As a shopper in your community, how 
do you go about finding all the prod- 
ucts and services you need? 


If you do what 9 out of 10 shoppers 
do — you probably go right to the 
‘yellow pages’ of your local telephone 
directory. 


That is a buying habit that 
has been going on for over 
60 years. We know... because 
we've checked with folks in 


“mMERicas BUYING GU IDE 











L \Z%, 





prospeat Ahoes... 


communities throughout the nation 
again and again. 

That’s why so many appliance 
dealers consider it smart advertising 
to have their name and sales message 
in the ‘yellow pages’: 


Check the headings in your 
local Classified ...make sure 
your name is under the prod- 
ucts you sell and services 
you render. 


FOR FURTHER INFORMATION, CALL YOUR LOCAL TELEPHONE BUSINESS OFFICE 
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Announcing Americas 


Outstanding cabinet beauty in blond or mahogany 
with two-thirds doors and 17-in. Perma-Focus picture. 
Lucite controls, touch-o’-gold trim. Model 5172CB, 
limed oak, $349.95. 5172CM, mahogany. . . .$329.95 








“ 


For your customers who want the absolute finest, in cabinet beauty as well as oe peng aR Absolute tops in table models, with Arvin’s 21-inch 
is the magnificent new Arvin French Provincial Console! Genuine cherry with fu doors, big 21-inch i 


C Perma-Focus picture; in blond or mahogany. Match- 
Perma-Focus picture and all the famous features of Arvin’s mighty Dual Power Custom Chassis. ing table (extra) with “Lazy Susan” swivel top. Model 
Moves easily on oversize casters. It’s Arvin Model 5212CFP $499.95 5211TB, blond, $379.95; 5211TM, mahogany, $369.95 


Arvin TV 


Visible Value (Gj You can SELL the difference! 


is Arvin’s mighty Dual Power Custom Chassis is far and away 
Arvin’s greatest TV the finest ever to be offered in any complete TV line—with 26 
tubes including rectifiers and picture tube. In fact, this chassis 


is so powerful that a special control is provided to reduce signals 
There never has been a T'V line to match the all-new-for-’52 from nearby stations for maximum picture clarity! 


Arvin Line—in powerful performance—in beautiful cabinetry — Arvin’s controls automatically hold brightness-contrast set- 


in complete range of big-picture models and prices. 

Arvin’s big 17, 20, and 21-inch pictures are exactly what to- 
day’s customers want. Shown above are 9 models in Arvin’s 
complete line of 15 beautiful sets. 


120 


ting from station to station, check “airplane flutter’ and other 
types of electronic interference. 

Arvin’s new cabinets are unmatched in beauty and fine crafts- 
manship—in styles and finishes to meet every taste. 
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Py with the mighty 
"WG Dual Power 
@@ . . : 


Custom Chassis! 


i 


ah eS 





There's no finer 17-inch table model built at any § price! Modern American styling in mahogany or limed oak. A 17-inch table model for your customer who wants 
Available in either limed oak or genuine ma 17-inch Perma-Focus picture. Moderately priced con- all the picture quality b he can get, in a cabinet of simple 
veneer. Table to match at moderate extra cost. sole with all Arvin’s Dual Power features. Model design and All Arvin features. 
5171TB, blond, $279.95; 5171TM, mahogany, $269.95 5170CB, blond, $319.95; 5170CM, mahogany, $299.95 Mahogany veneer only. Model 5173TM. ., .$249.95 

















Ay 
sit idles. ore whee 


Open face console with 21-inch Perma-Focus picture, Full doors wie this superb pereaeesin onaiaihe look All the modern beauty of limed oak with full doors! 
in either imported mahogany or wheat blond limed like a fine 18th century Highboy when closed; 20-inch 20-inch Perma-Focus picture; mighty Dual Power 
oak. Oversize casters. Model 5210CB, blond, $419.95; Perma-Focus picture; Dual Power Chassis; oversize Chassis. Rolls easily on oversize casters. Packed with 
Model 5210CM, mahogany. . . eee $399. 95 casters for easy moving. Model 5204CM $449.95 Arvin performance features. Model 5206CB. $449.95 


Don’t wait! Get aboard now, and ride the Arvin Line to more To get the most out of Arvin’s national advertising, you'll 
sales, more profits, more customer satisfaction! Phone, wire or want to use your own newspapers and local TV and radio sta- 
jwrite for name of nearest distributor. Arvin Industries, Inc., tions to tell people you’re Arvin headquarters. To help you there, 
Columbus, Indiana. (Formerly Noblitt-Sparks Industries, Inc.) too, Arvin has newspaper mats, radio spots, TV spots on film, 

and strong point-of-sale displays ready for your use! Arvin 
. a : hasn’t overlooked a bet to help you make this your biggest TV 
Arvin’s greatest advertising campaign year! Start planning now! Call your Arvin distributor! 





Arvin’'s great new fall TV Advertising Campaign is going all-out i 

to reach every potential customer in your community. 24 ads EXT RA 

this Fall in 6 top magazines (Post, Life, Colliers, Better Arvin will have UHF built in! No strips, 
Homes and Gardens, Sunset, Successful Farming) — most ads no converter, no servicing needed! 


in color, many of them full pages! And these TV ads are backed All sets in the new Arvin line will soon be available with 
up by 53 other ads on Arvin Radio and other Arvin products. UHF Tuner built in! Arvin is first to take this big for- 
Seventy-seven ads in all—in just 16 weeks—the greatest con- ward step! Every Arvin Dual Power TV will be avail- 
centration of Arvin advertising in the history of the company! able two ways—either with straight VHF or, at mod- 
“Brings every station closer—makes every picture clearer” — erate extra cust, complete with VHF-UHIF tuners 
that’s the theme of the Arvin TV campaign. That's what today’s included as an integral part of the chassis. Get the 
TV viewers want—the people who own inferior sets—who are complete story from your Arvin distributor NOW. 
tired of little, wavering, snow-filled pictures. They’re ready to 


: Prices listed are suggested retail prices in Zone 1, including federal tax and 
advance to Arvin—now! ject fo change in accordance with OPS regulations. 
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Announcing Amencas Lop 





Static-free, tone-true FM and extra-powered AM re- Arvin Stradivara—the finest table radio ever built. Smartest new styling in rosewood finish plastic gives 
ception make this ann Arvin a standout. Ivory, All-new straight AC circuit; such distance and tone as Arvin Serenade instant appeal to customers who are 


Willow Green, Sanda 


wood or Rosewood plastic. 8 you've never known before! Imported mahogany ve- looking for ‘“‘something different.’’ Velvet Voice tone 


tubes including rectifier. Model 580TFM. $59.95 neer with lucite dial and pointer. Model 551T. .$49.95 system; Magna-Bass amplifier. Model 553T . . .$24.95 


Pick of the Portables—Colorful and compact in Ma- Arvin Rainbow—the famous compact, shatterproof Arvin Hopalong Cassidy Radio—red or black kidproof 


roon, Sandalwood, or Red plastic; contrasting knobs 


DC superhet in 6 colors: Cherry, Flame, Citron, cabinet with Hoppy and his horse—the ideal gift for 
and handle. Weighs only 4 Ibs., with batteries. Amaz Avocado, Pebble, Ivory. Makes a wonderful leader 


young hero-worshippers! Ask about special displays 
$ 


ing power and tone. Model 446P, less batteries $18.95 and a traffic-stopping display. Model 540T. . .$18.95 and sales helps. Model 441T 


Arvin Radio 


leleet Voice GB You can SELL the difference! 


Priced for every purse! Styled for every taste! 


Arvin Radio sales are up, and still climbing! Take full advantage 
of that fact! Give your customers what they want! Climb aboerd 
the great new Arvin 1952 Radio Line and ride to bigger sales, 
bigger profits, happier customers! 


Cash in on the brilliant new styling, the glamorous new 
colors, the amazing new power of these record-breaking Arvin 
Velvet Voice Radios! Even experienced radio authorities will 
be surprised at the performance of Arvin’s new straight AC 
Model 551. We think you'll acknowledge that you have never 
before heard such reception from any table-model radio! 


Nine table-models and four radio-phonograph consoles 
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new styling! 


Line of radios ... new coheed? 


new power! 





Ivory, Willow Green, or Sandalwood finish plastic pro- Jewel-like beauty is provided by edge lighted lucite New sleek styling and Arvin’s Velvet Voice tone make 
vide outstanding beauty with long, alluring lines, for dial and lucite controls with finish-o’ “aan trim. Out- the Arvin Stylist a fast seller in any market. 5 tubes 
customers who want nothing less than 6 tubes includ- standing range and tone. Ivory, Willow Green, San- including rectifier; Magna-Bass am lifer. wee 
ing rectifier. 3-gang condenser. Model 460T . . .$37.95 dalwood, or Ebony. Model 451T... 3 in ivory, $24.95, or walnut finish plastic 





Mahogany console combination, FM/AM radio (8 Mahogany or limed oak cabinet, AM — (5 tubes Arvin Symphonette—FM /AM radio plus 3-s rec- 
tubes including rectifier) and 3-speed record changer including rectifier) and 3-speed record player — 3344, ord changer in stunning new styling. Plays all popular 
playing 10and 12-in. sizes intermixed; Model 482CFM, 45, or 78 rpm; intermix 10 and 12-in. Modal 554CCB, record speeds; intermix 10 and 12-in. Model 582CFB, 
$159.95*; Model 462CM, 6 tubes, AM only. .$139.95* blond, $169.95*; 554CCM, mahogany $159. 95* blond, $179.95*; 582CFM, mahogany... . .$169.95* 


go to make up the sensational 30-model Arvin line—with a more ads—in many more magazines 


style, a color and a price to please every customer who comes | ~~) « —77 ads on all Arvin products in 


into your store! Phone, wire, or write for the name of your 16 magazines in 16 weeks! And every 


Arvin distributor! Arvin Industries, Inc., Columbus, Indiana, \ 
(Formerly Noblitt-Sparks Industries, Inc.) rou S 
and Gare - 


wr i * registered for your benefit! 


ountry Make the most of that national 
entleman . : 


Advertised to every prospect! - ‘ : advertising impact! Use Arvin dis- 
plays, mats, radio spots—a com- 


time they see the Arvin name, an 


extra impression of Arvin quality is 


lete selling program—to help you 
20 Arvin Radio Ads in 7 Magazines this Fall! Millions of 4 hotest vies 


readers will see Arvin Radio’s greatest advertising campaign 
this Fall—in the Saturday Evening Post, Collier’s, Better 


Homes & Gardens, Pathfinder, Country Gentleman, Success- 


get maximum sales and profits out 
of this great selling season! There 
isn’t « day to lose. Contact us now 
and be ready for the big demand 
that’s coming—for Arvin Radios! 


ful Farming and Progressive Farmer! Arvin aims to reach 
every good radio prospect in your community! 


‘ *Slightly higher in Zone 2. Prices subject to 
What’s more, they’ll be seeing the Arvin name in many change in accordance with OPS regulations, 
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GOOD SELLING MAKES GOOD CUSTOMERS 








““One good sale preserves another” 


Help the lady buy the refrigerator that best 
suits her family’s needs, and you have the in- 
side track on profitable future business. Her 
day-to-day satisfaction with that refrigerator 
is the best “customer preservative” you could 
ask for. 

Even in a seller’s market, she still has to 
decide where and for what she will spend her 
money. And a well-made sale of a quality prod- 
uct—like a Fiberglas* Insulated appliance will 
keep her your customer. . . for anything from 
another appliance to profitable service business. 
Owens-Corning Fiberglas Corporation, Depart- 
ment 104H, Toledo 1, Ohio. 


OWENS-CORNING 


BERGLAS 





WENS-CORNING 
~ 
fk if 133 E RG LA ~~ A SWELL FEATURE TO HAVE... A SWELL FEATURE TO SELL! 


APPLIANCE INSULATION 





FLECTRICAL APPLIANCE NEWS 
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AQUA-SORBER Dehumidifier 
Aqua-Sorb Corp., 21 South 16th St., 
East Orange, N. J. 
Device: Aqua-Sorber portable dehu- 
midifier. 
Selling Features: Dehumidifies up to 
15,000 cu. ft. air in a confined area; 
plugs into any 115 volt ac. outlet; 4- 
way air diffuser on top; 4-bladed suc- 
tion fan; Raco designed cabinet, baked 
green-gray on steel; moisture-proof 
and sound-proof inside coating; Te- 
comseh 1/5 h.p. hermetically sealed 
compressor; uses Freon-12 refriger- 
ant; moisture extraction circular coils ; 
integrally finned tubing; 12 qt. con- 
tainer, easily removed for disposal of 
extracted water; permanent drain fit- 
ting ; threaded hose coupling. 
Electrical Merchandising, Aug. 1951 


WINCO Heating Cap 
Winco Mfg. Corp., 29 Haviland St., 
So. Norwalk, Conn. Sales offices: 

316 Dean St., Brooklyn 17, N.Y. 


Device: Winco heating cap for condi- 
tioning dry hair. 

Selling Features: Heats to about 175 
degs. F; 2-element wires controlled 
by 3 precision set thermostats and a 
3-speed switch; consumes 55 watts at 
115 volts a.c.; rubber lining used as 
inside covering of cap and pink shirred 
plastic for outside covering; several 
layers of duck and wool are placed 
between covers and element wires. 
Price: $14.95 
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WESTINGHOUSE Ozone Bulb 


Westinghouse Electric Corp., 

Lamp Div., Broomfield, N. J. 
Device: “Odorout” bulb. 
Selling Features: Dissolves odors 
with triple dash of ozone; 3% watt 
lamp burned in a special wall fixture 
destroys cooking, smoking, dampness, 
mildew, etc.; for use in kitchens, living 
rooms, basements, clothes closets, doc- 
tors’ offices, etc.; also suitable for use 
in dryers and washers; lasts 6 months 
when operated 24-hrs. a day; must be 


burned in a special fixture with a 
*FIBERGLAS is the trade-mark (Reg. U. S. Pat. Off.) of Owens-Corning current-controlling device such as a 
Fiberglas Corporation for products made of or with fibers of glass transiormer. 


Prices: Bulb alone, $1.30; ual Se 
7 i tures using 1 to 4 lamps in each, from 
FIBERGLAS IS IN YOUR LIFE...FOR GOOD! $898 to $1898 including’ lamp. 
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FALL ADS T0 . 
sxc | HAMILTON BEACH gives you 


point and feature-by-feature com- 
parison of Hamilton Beach and 


other food mixers will result in tf 
selection of the former, the £ a * 
Hamilton Beach fall advertising 


campaign will invite consumers to 
compare all mixers before making 
any selection. 

The campaign, which will run 
through the fall and winter 
months in a wide list of national a © chart 
magazines, will ask the reader to x, les j ! \ 8 off » Yo 
check the “ease-of-use” features 37.5 ystom 43 h you -B 
of Hamilton Beach. Also stressed 
will be the $37.50 price and tra- 
ditional Hamilton Beach quality 
that assures trouble-free service. 


NO ROLLBACK IN 
VAC, MIXER PRICES 


There were no price rollbacks re- 
quired on Hamilton Beach Food 
Mixers and Vacuum Cleaners un- 
der C.P.R. regulation No. 22. 


This was announced to the trade 

June 1 by Fred Tuerk, Hamilton EASIEST-TO-SELL 

Beach sales manager HAMILTON BEACH 
The only changes in the whole 

line were reduction of the meat GIVES YOU MOST PROFIT 

grinder attachment for the Food ON FOOD MIXER SALES! 


Mixer to $7.50 list from $7.95, 
the coffee grinder attachment MIXER “A” PAYS KCRPMA OAD 
from $6.95 to $6.75, and Hand- 

Vac attachments from $4.95 to MIXER “B” PAYS ELE MAMA ta) 
$4.75. mixer“c" pays EDREDAILLOGI 
DEALER STRESSES mixer “0” PAYS EQRICWAMODE 


MIXER ATTACHMENTS HAMILTON BEACH EERE WAM 
Don Kling, sales supervisor of the (Percentages based on List Prices, including tox 
Iowa-Illinois Electric Company, —os of July 1, 1951.) 

Fort Dodge, Iowa, here tells 
salesman Tom Kelly (at right, be- 


low) the importance of selling Ei A fA i LTO Ni & EACH 
attachments with the Hamilton 

Beach Food Mixer. “You not only Ys ® 

build up your sales when you sell | jixette 

a meat grinder, slicer-shredder, 


pea huller-bean slicer or coffee 


grinder attachment,” Mr. Kling AMERICA’S FASTEST-SELLING PORTABLE! 


says, “you increase your custom- 


U Can 5 


: Ape shag : A winner since its introduction little more BOWLS 
er's satisfaction and pleasure with than a year ago. Captures the $18.75 market NOW 
the Hamilton Beach Food Mixer for you. Mixette hangs on the wall or ‘ PYREX 
through making these extra uses fits in a drawer. It’s the only 3-speed pr sa 
possible.” mixer offering one-hand opera- a « 

Mr. Kling is a Hamilton Beach tion. Most important, it’s nota + 2 & HAMILTON BEACH ads in The Saturday Evening Post, Better 
enthusiast both as an owner and toy but a powerful portable JS fh Homes and Gardens, Ladies’ Home Journal, American Weekly, 
retailer. “I’ve had one in my home that takes heavy mixing jobs i Woman's Day, and other leading magazines tell your customers 


in stride. A gift-item natural the value-quality story! 
in its smart black-and-silver 


’ / , *Prices subject to change without notice. 
package! ‘ mF 


for many years. While we appre- 
ciate the many fine features such 
as Bow] Control, Portability, One 
hand Operation and the Guarded $1875* reran 


Beaters, the thing I enthuse most Includes gift box, bracket and Y H f iy | ITON B FAC iF Food M [ X ed f 
about is the fact that the mixer screws for wall movating, 


is trouble-free — never needs any Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis 
service.” 








SCHOOLMA’AMS APPLAUD it as the first small food mixer that did 


the big mixing jobs. 


MINETTE UTILITY —SEE IT AS. | Wear tine esas forthe 


larger Hamilton Beach,” said the head 
SMALL-KITCHEN ANSWER of one large Eastern home economics 
department. “But there are some small 
Home economists from all over the kitchens—and small budgets—which can- 
country, attending their annual conven- not comfortably accommodate the larger 
tion in Cleveland, June 25 to 30, were unit. Your Mixette is the answer — the 
strikingly enthusiastic in their comments first small mixer we have seen that does 
on the Hamilton Beach Mixette, hailing a true mixing job in almost any recipe.” 








(Advertisement) 
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TELEVISION AND RADIO 


hogany veneer cabinet No 
20-in. rectangular TV in mahogany or 
onde; selected wood veneer cabinet 
styled with matching swivel-action 


base provides console utility 


697, 


$379.95 


AIR KING Colorvision Sets 1951 , 
pedestal 
Air King Products Co., Inc., , s ein ee room space 
170 53rd St., Brooklyn 32, N.Y . ) ), 17-in. rectangular TV, ma- 
bk ' nat ] yany or blonde veneer, 
rectangu 
gany o! 
rectangular 
tangular console 
1 ahog iny 
rectangular console 
mahogany or blonde 
4-way combination, 16-in. 


\ FM-AM 
: » 9, 17-in. re 
CAPEHART TV Console }-speed phono, mahogany or 


Capehart-Farnsworth Corp., to $489.95 _ 
Fort Wayne 1, Ind Aug. 1951 


3-speed phor 


) 
tangular TV witl 
blonde. 
$249.95 


Verchandising, 


val 
panels, scall 

$499.95 
Aug. 1951 


ctrical Merchandising 


MAGNAVOX TV Consoles 


Doremus & Co., 208 La Salle St., 
Chicago 4, Ill. 


Embassy deluxe 3-way com 


Westover 1 


low-priced 


Magnavox Embassy 
pe 20-in. TV receiver 
Is; AM-FM 
with push button tun 
MECK Table Teleset yo Bate ge St 
John Meck Industries, Plymouth, Ind lesen tal tube 
Model: No. MM-614-TL 14-in. leat g recti ; 


t 


RAYTHEON TV Combination 
Belmont Radio Corp., Div. Raytheon Inc., 
5921 W. Dickens Ave., Chicago, III 


tr 


RC-17% Se cht” T\ 
] 

mplement in 

eye and 


1 ig 
n. Magi 


CAPEHART TV Console 
Capehart-Farnsworth Corp 
Fort Wayne |, Ind 


EMERSON Telesets 


» Emerson Radio & Phono Corp., 
111 Eighth Ave., New York 11, N.Y 
s: Emerson 1952 ntair ADMIRAL Table TV 
Admiral Corp., 
3800 W. Cortland St., Chicago 47, Il. 
lel: No. 15K21 TV 


) Features 


mn 


table teleset 
Setim 


Dyna-Ray 


AUGUST, 


Equipped with 14-in. 
picture tube; Flex-O- Matic 


focus for clarity; new IF speaking 
process; all-channel turret tuner; 1- 
knob automatic tuning; built-in direc- 
tional roto-scope antenna; agc; auto- 
matic picture lock-in;  intercarrier 
sound system; high-fidelity Alnico 
speaker; safety interlock; glare-free 
wide-angle viewing; custom-tailored 
cabinetry; convertible to consolette by 
adding a console base : 
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WESTINGHOUSE UHF Converter 
Westinghouse Electric Corp., 
Sunbury, Penna 


use UHI 

ghouse TV set 
tures: With new co 
pable of receiving 
addition to standari 
ry Ingh frequency 
a mahogany 
connecte¢ 


j 


finished 


n be easily 


rv re 


eivers 


WESTINGHOUSE UHF Tuner 
Westinghouse Electric Corp., 
Sunbury, Penna. 
ce Westinghouse 

d UHF tuner 


U Features 


} ly 
newly 


With tuner 
capable of receiving all ul 
| standard 


y range; 


f Westinghou 


A 


PACKARD-BELL PhonOcord 
Combination 


Packard-Bell Co., 12333 Olympic Blvd, 
Los Angeles 64, Calif 


automatic 3 
changer and standard Packard 
available in 
} 


1 8-twbhe radio chassis; 
mahogany, walnut, maple and 
oak finishes; the advanced home re- 
cording unit cuts  professional-type 
records from center to outside of disc; 
may be made at 78 o1 
contemporary — styling; 
doors and 
t cabinet has 
compartment for records and albums 
of all sizes 
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ylonde 


records 33% 
rpm; 
hardwood 
grille; 


solid 
metal 
sp acious 


panel 
comsole 


1951 
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swe ALICE IN WONDERLAND’ 
will help you sell more lamp bulbs in 
General Electric’s Fall Promotion ! 


ALL is lamp bulb stock-up time for your 

customers. And to help you make the 
most of it, General Electric has brought all 
the charmand appealof Walt Disney’s newest 
movie, “‘Alice in Wonderland”’, into the G-E 
Fall Lamp Promotion! 

The promotion is timed to hit just when 
Hollywood’s publicity for the picture is in full 
swing. Every one of your customers will have 
heard of Disney’s ‘‘Alice’’. General Electric’s 
national ads, radio and TV commercials will 
be keyed to the “‘Alice in Wonderland” theme 
too. G-E point-of-sale material will be full of 


se Wonderland flavor. Plan now to tie-in for 
ro yi 


alt Disneys sure! It’s a natural—a sure-fire sales builder! 
film 


Wondet 
ALICE 
in hex 


BACKED BY 
POWERFUL hh \ Wag Xe DISPLAY 
ADVERTISING ‘4 | 7 PACKAGE 


fi 
SOX.) sexxs( LOOK FOR 


\ “3 Be 
\\ eee GF 


\ aan: SI 
\ a= 


— 


# 10 ALERT Your —- 
| NATIONAL MAGAZINES, ee TY : pet SALES STAFF Now: 
| ads, the Fre a : aries Ounter cards : : 

Full page, full color pray adh bs Alice and her ive just before Sept. 8. Set unneamers will 
1e ¢ isplay 
| ash in right 


. : a Materia] ; 
i » gpot radio ..-- buying G-E , ~~ 88 800n as i+ 2... - 
show, SP will gell your customers on DU! from the Start! 8 it arrives and ¢ 


friends. . : 
ai g the promotion. 


| lamps durin 


EEE 


GENERAL @@ ELECTRIC 


— 
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THIS COLORFUL 


GAY NINETIES 
HOSTESS SET 


INCLUDED AT NO EXTRA COST 
WITH EACH JUMBO POPPER 


Consisting of four large 15 oz. glasses, 
each with a different, attractive de- 
sign, plus four generous size bowls for 
popcorn or for 


ving fruits, salads, 





thas 


a 
/ 


—— 


—, 





cereals, etc Made of Forest Green 
colored glass. 
—_— ee Se 


This “Jumbo” sized popper will speedily 
supply popcorn for the whole family. No 
stirring or shaking necessary —just put in 
unsalted shortening or cooking oil — add the 
corn—and then watch it pop under the heat- 
proof, glass top. The popping bowl is separate 
and has an attractive, cool plastic handle so 
that popped corn can easily be poured into any 
receptacle. Made of heavy polished aluminum. 
Cool handles and feet of molded plastic. 


IT’S MORE THAN A POPPER 


Heats canned soups, vegetables, stews, sauces, ete, 
Makes frostings, candies, puddings, etc. 

Boils potatoes and other vegetables. 

Recrisps potato chips; cereals, etc. 

Heats baby bottles, etc. 


Available through reputable distribyvtors across the natior/ 


DOMINION ELECTRIC CORPORATION 
MANSFIELD, OHIO 


—* 


FLECTRICAL APPLIANCE NEWS 
Hw erdeitt 


G-E Table Radios 
General Electric Co., 
Electronics Park, Syracuse, N. Y. 

Models: 5 new G-E a.c.-d.c. table 
radios—Nos. 414, 415, 416, 422 and 
423. 
Selling Features: Models 414, 415 and 
416 plastic cabinets available in Congo 
brown, alabaster ivory and_ Persian 
red respectively; feature dial beam 
tuning; built-in antenna and a dyna- 
power speaker ; 4 tubes and a rectifier. 


Models 422 and 423, in Congo brown 
or alabaster ivory respectively; have 
newly designed dial, knobs and trim; 
upper part of cabinet front contains 
speaker opening hidden behind a series 
of vertical louvers; below grill is dial 
scale of transparent plastic which ex- 
tends entire width of cabinet; large 
control knobs located below and to 
each side of dial scale; also features 
dial beam tuning; 5 tubes plus rectifier. 
Prices: Nos. 414, 415 and 416, $24.95; 
Nos. 422 and 423, $34.95 
Electrical Merchandising, Aug. 1951 


MELLOTONE DUO 
Electron Enterprises, 
6917 W. Stanley Ave., Berwyn, Ill. 
del: Combination overnight case 
ith built-in portable radio 


is 


Selling Features; Covered in Dupont 
Fabricoid alligator-grained leatherette 
in green, tan or red; inside lid has 
plate glass beveled edge mirror 7x10 
with leather bands; ample luggage 
space with adjustable plastic loops for 
securing cosmetics, bottles, etc. ; built- 
in RCA licensed 4-tube superhet has 
4 in. Alnico V dynamic speaker and 
uni-directional antenna; operates on 
6734 volt battery augmented by 2 flash- 
light batteries; weighs no more than 
average traveling waterproof 
inside and out 
Price: $39.95 less batterie 
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its a sna 


world’s smallest 


This is the smallest, strongest, lowest-cost 
feed-thru cord-switch ever devised. 
Measures 1'4”x x2” overall. Fool- 
proof... shockproof... SAFE, because 
no live parts are exposed, ever, even 
inside the switch! Installs in seconds on 


Newest Companion to the famous Gilbert Safe 


Gilbert 
Safe FF Plug 


MANUFACTURERS: 


il L- 


Pp 


any #18 parallel cord without stripping 
wire. Can't short! Sells on sight to help- 
less housewife or expert electrician! 


Order from Westinghouse Electric 
Supply Co. or your own jobber... 
or write for complete catalog, prices. 


Products 


Gilbert 
Safe Tf Outlet 


Eliminate costly internal wiring, save time and labor on plug 
and switch assemblies with these quick, clamp-on Gilbert 
devices. Specifications and samples on request. 


..to sell...to attach! 


No tools needed! 
Clamps anywhere on the cord 
in seconds. It's shockproof. 


Approved for 
6 Amp—125V, 3 Amp—250V 


SWITCH 


: Attractively packaged in 


SELF-SELLING DISPLAY CARTON 
of 50 units, with instruction slips, or individually card- 
mounted for self-serve stores. 

Bulk packed in cartons of 2500 units for mfg. trade. 


GILBERT Manufacturing Co., Inc., Long Island City 3, N. Y. 
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Occasionally a book catches on with the reading public. It strikes the fancy and 
readers just can’t put it down until it is finished. They sit up until all hours to 
reach the last page. Critics rave, the public buys, and edition after edition rolls off the 


»yresses to satisfy the demand. It’s a best seller. 
I : 


Best sellers are bought by people who are really interested in reading them — and 
more people buy them. Imagine a best seller written about selling your product 
which is bought by the people who sell your product. ELeEctRicAL MERCHANDISING 


is such a publication. It can do a bang-up job for you. 


ECTRICAL MERCHANDISING —a Best Seller 
ELecrricaAL MERCHANDISING is bought by more people in the appliance-radio-TV 
industry than any other trade publication in the field. Its readers are enthusiastic. 
They’ve called ELectricaL MERCHANDISING their “most useful” trade publication for 


years, because it helps them to sell. 


ADVERTISING SOPHISTICATES LOVE US 


Advertising sophisticates love ELECTRICAL MERCHANDISING too. Leading national 


media, critical judges of advertising value, use ELECTRICAL MERCHANDISING exclusively. 
Other critics, professional journalists and editors find ELECTRICAL MERCHANDISING to 


be tops in its field. 


THE DEALERS’ CHOICE YEAR AFTER YEAR 





SERVING THE 


APPLIANCE-RADIO-TV INDUSTRY 
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WITH THE PLUS VALUE 


Sales ideas are important to you, your distributors and dealers. Such ideas cut 
sales costs and make your distribution job easier. ELECTRICAL MERCHANDISING 
is filled with them. Dealers hear cash register music when they read ELECTRICAL 
MERCHANDISING. It is written for the man at the point of sale. It’s loaded with 
promotion ideas which sell selling. Your dealer dollar always go further when 
lubricated with ELectricaL MERCHANDISING. It’s a powerful sales tool for contacting 


wholesalers and retailers most effectively. ELECTRICAL MERCHANDISING, used regularly, 


can reduce your marketing costs. 


iTDA | 
CRAUL 


Now, more than ever, it is important to cultivate new markets and better your 
position in old markets. Big new markets are opening up all over the country. The 
market potential for your product is tremendous now and will be even greater 
in the future. With so many important new markets opening up, don’t fail to tell 
appliance-radio-TV dealers and distributors about your product in their favorite 
trade publication .. . ELectricAL MERCHANDISING. No matter what product you make, 
nationwide markets demand nationwide coverage. ELECTRICAL MERCHANDISING, a 


nationwide appliance-radio-TV industry favorite has nationwide coverage for you. 


HLECTRIVAL 
"330 West 421d Street, New York 18, N. ¥. \l i Ri } | \\ 1) \] | 
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Service Manager of Major Appliance 


Distributor Stops Burnouts with 
Klixon Protected Motors 


ST. LOUIS, MO.: Mr. Eugene Kaminski, Service Manager 


of the Artophone Corporation, largest independent elec- 
trical distributor in the Midwest, finds Klixon Protectors 


save service calls. 


“Our experience has shown that KLIXON Inherent Over- 
heat Motor Protectors practically eliminate service calls 
due to motor burnouts. We are completely sold on 


KLIXON Protectors.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The Klixon Protector illustrated keeps 


motors in electrical appliances and other 
Manual 


eset 


motor-driven equipment from overheating 
and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 


Automatic motor operation. 


= 
SPENCER THERMOSTAT 
LIxO 


Division of Meials & Controls Corp. 
2508 FOREST ST., ATTLEBORO, MASS. 


What’s Happened to Salesmanship? 


CONTINUED FROM PAGE 53 











Examples of Unsatisfactory and ing Saturday for 
Insufficient Demonstrations use the machine until 
From Evanston, Ill. ee sr eee 
“Your demonstrator tried hard, but Jn Knoxville, Ten: 
had had little contact with your ma- “A gentleman was examining vari- 
] ous automatic washers in this store and 
Mr. B. the sale n fir Ih; came over 
and asked if there was something for 
him. The reply was ‘just looking’. He 
went back to his desk and sat down. 


ipproache d 


ne for several months. The manual 
has been very helpful, but I find I can 
do shirts better than sheets ! 
From Hesston, Kansas 

x as many as 45 shirts t . . 4 
interested ! sears chen 

lis customer 

voking’ s] 


t 


roning : 
ic 
, but my in / 
in ie 
an instructor ¢ 
me I had 
instruction lasted only 


Che demonstrator was con 
did her best, but as she 


tore sells 


d man 
r'V set 
than set, but the 
vy machine myself.” t ittention to 
: ill other makes and lel But the 

Examples of Poor Salesmanship couple thi 

“<d by trav- odel 

them why the hould buy this set or 
isk for the hey walked out 
to think it oy It he had explained 
the outstandi feat t this TV set, 


I believe he id 


hese exan ple s are submit 
irl 


Ce Pir 


I 

y \ 
ionstration in Omaha, \« 
p any salesmen or ‘This store 


r 
rators, and the answer inventory 


need an ly \l- 


sosses were 
ing talk came 
owner called i 
‘Men, did y 


( bout 


insurance 
ke care 
stuff 


rt 


nstructi 
in had 


Upon finding thi 
call 


a a , 
following week 
the salesman stopped. Stor ; 
PP indi : on her, but he e jt lidn’t want 
was not to. deliver ironers until in- , Marea ; cides 
: te ther e probabl s no good 
structions could be made. So, he was to bether. He pr ee ee 
going to wait for her to call him and I gave the name ae 


salesman 


} 1 13 
who said he wou 


take a chance on losing sale I sug- , 
did.” 


gested that she have ironer delivered 
m Saturday, and wait until the follow- 
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it’s the Dreslo trio” 


‘{ for greater sales \/ for extra profits 
for greater public acceptance 


one sells the other 


+ 


other 
ils all © 
ne combined! 


Si "Guaranteed by > 
v3 ere 


st amazing 


Drees 


Vapor Steam [ron 


3 “BELL-RINGERS” 


for Appliance Dealers 
Throughout the Nation 


. Presto Cookers with a sales and profits 
record for retailers never before equalled in 
housewares merchandising. . 


. Presto Vapor-STeaM Irons paced by 
the’ gre: cat name of “Presto”’ have earned the 
enthusiastic acceptance of electrical housewares 
dealers and homemakers, alike, throughout the 
nation, in an amazingly short time. 


. Presto Drxie-FRrYER, an instantaneous 
sales" sensation from the first day of its intro- 
duction to the trade . . . unquestionably the 
“hottest” item in its field. 

Homemakers know: “‘/t’s Fun to Keep House the 
Presto Way” 
Dealers know: “It’s Fun to Make Profits with 
Presto Products” 








‘NEA 
vt 


BACKED BY THE HARDEST- wivriee ADVERTISING 
PROMOTION IN Preslo PROOUETS HISTORY 


" { 
Baenet PRESSURE! COOKER ceomeans EAU CLAIRE, oe 
q lif 


Branch Factories: Los Angeles, ‘ig Wallaceburg, Onterio, Conedo 
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FREE 


to Westclox dealers! 


recessed back 


...new Melody color display! 


Every Westclox dealer will want this exciting new display. Compact 
and colorful, it quickly tells the sales features of the Melody Elec- 
tric Wall Clock. Measuring only 18” x 18” it takes just a small 
amount of counter space. It’s an eye-catcher...a sales-getter! 
Be sure to send in the coupon now for your free display! And 
remember to remind your customers that Melody is definitely a new 
note in wall clocks. It’s gracefully designed to be in tune with any 
Mounts flush on wall. Surplus cord is neatly concealed. 
Removable case ring comes in variety of colors to harmonize with 


room. 


any decorative plan. Yes, Melody is something for your customers 


to sing about... at only $6.95 


retail). 


nclude tax and is subject t ange 


WESTCLOX 


Made by the makers of Big Ben 


Products of GT Corporation 


1 does not 


WESTCLOX 
La Salle-Pery, Illinois 
Gentlemen: 
Please send me absolutely free a full-color display to feature 
your Melody Electric Wall Clock No. X14. 


NAME 


S) REET 


WESTCLOX, LaSalle-Peru, Ill In Canada: Western Clock Co., Ltd., Peterborough, Ontario 
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In Tennessee 

“I have just worked in a very poor 
dealer organization due to the type of 
salesmen, Altho I had numerous pros- 
pects who were interested, the sales- 
men still hung around back of the 
department conversation 
with When I did get a 
name and address there was no attempt 
By the end of 
my second day there the new manager 
did have the men getting names of 
interested prospects, but not more than 
one time did I hear them ask for the 
order. And that was true of all the 
merchandise. [| to ask them to 
figure terms for people before they ever 
offered to do so.” 

“For the past six months, all I’ve 
been distributor and 
‘scarcity’ rather than 
product, even in cases where product 
definitely needs to be sold.” 

“More than anything else, I notice 
in every store at least 
guilty of the slow approach. 


engaged in 
each other. 


made to close the sale. 


had 


hearing from 


retailer alike is 


one salesman 
They act 
as if the customer is interrupting in- 
stead of being a reason for their job. 
But the f that I’ve 
encountered treatment of a tele- 
phone prospect: 

“In Knoxville, a woman clerk an- 
swered the phone. The 
she was 


height of horror 


was 


customer said 
interested in an automatic 
washer—the no-bolt type. She owned 


| one that was bolted, about 10 years old, 


and wanted to trade it for a new model 
because they were moving to a rented 
house. The clerk immediately said 
they would not be interested in trade- 
ins. That she would have to sell the 
old machine herself, then come into the 
store. She didn’t even ask the cus- 
The customer seemed 
so persistent and ready to buy, I’m 


tomer’s name 

sure some satisfactory agreement could 

have been reached for buyer and seller 

if someone had gone out and talked 

with this would-be customer.” 

In Camden, Maine: 
“IT stopped at a 


agency appliance 


combination car 
store and _ looked 
machine. I couldn't 
asked the owner if he still 


around for our 


see any and 
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was a franchised dealer. He said he 
and I asked if I could see the 
ironer. He lead me through the back 
of the car shop up a flight of stairs. 
There our machine was stuck behind 
two refrigerators. I could feel my face 
color as I asked if he was ashamed of 
our product. ‘Oh, no, they know I sell 
them and when they want it they come 
see me,’ he said. 

In Pittsfield, Mass.: 

“The dealer had an ironer on display 
in his window at the time I was doing 
a show across the street from his skop. 
This dealer is cooperative and enter- 
prising, but neglectful in that the ma- 
chine in the window was covered with 
dust, and we all know dirty, dusty, 
poorly displayed merchandise is diff- 
cult to unload.” 


was, 


In Boston, Mass.: 

“While waiting for the dealer in this 
store I saw two women come in and 
look at ironers. A salesman slid over 
the features, really not knowing them. 
The final blow was when he left them 
flat and rushed over to talk to a lady 
that opened the door of an expensive 
needs a course in 


range Salesman 


nanners.” 


In Syracuse, N. Y.: 

I was browsing in the TV 
a Syracuse store and 
of chatter one of the 
was giving a couple interested in one 
Everything was 


section of 
was amused at 
the line salesmen 


of the better sets 
going along fine until an attractive gal 
into the section. The salesman 
excused himself and beamed all atten- 
tion on the newcomer. I waited, no- 


ticed the couple getting more and more 


came 


nervous while the salesman was hav- 
ing an enjoyable conversation with the 
young lady. Finally, I overheard the 
husband say to his wife ‘the h—— with 
this kind of treatment’, and they started 
for the door. Then the salesman bolted 
from the young lady and tried to re- 
interest the couple. The husband said 
he didn’t appreciate the treatment ac- 
corded him and the set the salesman 
-onvinceed him was the one to buy would 
be purchased at another store.” End 














Vv 
wet 








4490 


“TELL ME ABOUT THE SELF-ADJUSTING. EQUALIZING SHOE PRESSURE FOR ANY 
MATERIAL AGAIN.” 
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9 
yA | fi OF TOASTMASTER WATER HEATER OWNERS SAY: 


‘No Sowiee Required 


In a recent nationwide survey of “Toastmaster” Water 
Heater owners, this question was asked: ‘Has your ‘Toast- 
master’ Water Heater required servicing since it was in- 
stalled?’’ Of all those who replied, 97% said: ‘No service 
of any kind has been required.” 

Think what that means to you as a retailer! Here's full 
income per sale. No service complaints, no non-billable, 
warranty-period labor charges that eat away original profit. 
No loss of store reputation that robs you of hard-earned 
customer good will. 

Yes, you sell the ‘‘Toastmaster’’ Electric Water Heater and 
it stays sold. And what, when all is said and done, is quite 
so important? 


Built by the makers of the famous 


"Toastmaster’’* Toaster 


TOASTMASTER 


Features that sell! 


* TOASTMASTER Scoren Kwrour,” “Lire-Bevt,” and “Ionopic” are 


trademarks of McGraw Electric Company, makers of ‘’Toastmaster” Toasters, 
“Toastmaster Electric Water Heaters, and other ‘Toastmaster’ Products. 
Copr. 1951, Clark Division, McGraw Electric Company, Chicago, Ill. 


FIVE a el FIVE ; SEVEN 
STANDARD cara DE LUXE COMMANDER 
MODELS = MODELS LL MODELS 


«x 


30-, 50-, 67-, f-—.  40-gal. table 4 a 30-, and 40-gal. 
> 82-,and120- > top, 40-, 50-, | table top, 30-, 
& gol. capaci- 67 ‘Aa 40-, 50-, 67-, 
G_ ities. ° LB “_ and 82-gal. ca- 


woes! py 
White 


R. V. Palmqvist, Sales Manag 
Me%raw Electric Company, Clark Division 
524\1 W. 65th St., Chicago 38, Ili. 


Please send me full details on the profitable ‘Toastmaster’ and “Scotch Knight” 
Water Heater dealership. 


Name 
Business 
Address “ 
City Zone State. 
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Also available . . . the new line of ‘Scotch Knight"* Automatic GAS Water Heaters! 
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LET HOT WEATHER HELP YOU SELL 


Emphasize 
the CHROMALOX 
DIFFERENCE 


quickly summer electric range 
closed when you point out the “2-units- 
in-l’’ feature of any Chromalox electric range unit 


Just watch how 


sales are 


Here's heat that 


utensils in 


\ 
-an be confined to small Noid 
ch much cooking is done. 


Here’s a unit that doesn't waste heat, that —_ 7 
} 4 


doesn’t cook the cook, that does make ai] —_- 
the difference in kitchen comfort, not only on 
summer days but all year ‘round. 





For easy hot-weather selling, emphasize this 
big Chromalox advantage. And point out too, 
that the Chromalox ‘'2-units-in-l" design also 
saves up to 45% of electricity used for cooking 
in small utensils 


Chromalox Electric Cooking 


can keep kitchens 8° to 11° Cooler} 


Inner Hot Spot Alone for 
Small Pots and Pans— 


Handles stay Cooler-Can’t burn 


<2) — 
U5 


Accurately controlled heat 
that goes evenly into 
large cooking utensils 


Gn the Completa slow on th ary Quichtry, Catir, Clechut Range Salis 


Write for the valuable booklet “The Switch 

is On.” it will help you and your men to 

close more electric range sales in less time. 
Only one part 


crac” CHROMALOX 
COS: Ladle Cooking at Ha Bett! we 


_ EDWIN L. WIEGAND COMPANY, 1525 THOMAS BOULEVARD, PITTSBURGH 8 PA. : 


Up ond out for 
thorough washing. 





HOT-WATER 


REPLACEMENT 


No Door-Openers Needed 





he covers 
and 
inks he 


every 


He drives the truck him- 
loads it up I 
can sell 


with what 


when he goes out 
morning. He has been trained 
to do his own installation and service 
n refrigerators 


] 


and washing 
is empowered to esti- 


ements, 


1 
In values oO! 


ul 


alesman has his 
lling,” says Mr. Gray, “but 


certain basic 


own 


re are, of course, com 
pany rules which he must adhere to. 
We teach him these at the time he 
joins the company as a salesman. In 
the beginning, when a 


new man is 


signed on, either our sales manager, 
C. W. Slaughter, or I go out with hin 
to help him make the first few sales, 
and will stay with him as long as we 
feel it necessary. In this way, we give 
him the benefit of our experience, help 
him to gain confidence and to learn the 
art of truck-to-door selling. At the 
moment we feel he is ready, we turn 
him loose on the truck by himself.” 

In the course of making a sale, 
Gray representatives strive first to 
establish a friendship with the cus- 
tomer. After knocking on the door of 
a farm house, he must be prepared to 
talk about crops, cattle, the weather or 
which the farmer 


haf 1 


ilmost anything in 
I interested, before he gets 


lay pe 


CONTINUED FROM PAGE 72 





around to the actual business of dis- 
cussing appliances. 

“We seldom use give-aways or door- 
openers,” says Mr. Gray, “because we 
have found that they aren’t necessary. 
Farm and 


rural housekeepers are 
familiar with the 


truck—they’ve been 


traveling sales 
buying groceries 
ind other staples fre 


We 


m them for years 


operate our trucks in much the 


i salest 
ritory best by sticking to it, and 
profitably 
Idition to 


furnished truck and 


such loading, re 


being 
work and operat 


salesman is 


ng tools as he ds, a 
paid a straig] iy 
sion. He is allowed to sell any product 
which the firm |! 1] 


nandies, 


it eight percent commis- 
which includes 
besides the full Kelvinator line, Easy 
and Bendix Zenith radios 
electric 
His territory covers a section 
running to 
Meridian proper. 

Merchandise which is accepted as 
trade-ins by the route 
brought into the and recondi- 
tioned for After being refin- 
ished and put in good working order, 
the replaced a 


washe rs, 


and a varied line of house- 
wares. 


about 30 miles from 


salesmen is 
store 
resale. 
ppliance is displayed in 
a special section on the floor of the 
store. Much of this type of equipment 
is sold through want-ads placed in the 
Meridian daily newspaper. 

Naturally, Gray salesmen make a 
practice of following new lines put up 
by the REA and the Mississippi Power 
& Light Co., both of which have added 
numerous extensions past year. 

“We believe the truck-to-consumer 
selling program just about covers an 
area as thoroughly and efficiently as 
possible,” Mr. Gray sums up. “It not 


in the 


only is a profitable business for us but 
it provides a real shopping service to 
the rural customer.” End 





All About Television 


Back in the October 1949 issue we said that you couldn't lie 
about TV fast enough to keep up with the truth. 

But since then methods of promotion, sales, advertising and 
service have coalesced into fewer and more definite patterns, 
And, despite the freeze, materials shortages, and color scares, 
we know what the industry can do. 

That's why in the September issue the editors of ELECTRICAL 
MERCHANDISING take another hard long look at video—from 
the cover right through articles on the color question, govern- 
ment supervision, dealer methods of selling and servicing, TV as 
a load builder, and community antenna systems, to the last page 
editorial by Editor Laurence Wray. 


IN THE SEPTEMBER ELECTRICAL MERCHANDISING 
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For trucks that are right on the job—a/ways 


Rugged ee tough on the job—see these new Chevrolet trucks. 
. They’re able to carry the loads you handle, 

and thrifty, too! ier fe: to keep ay eat <x Aa: through 
tough job after tough job. They’re economical 

and easy to handle, too . . . loaded with new 

features that pay off for you on every job. 

Features like the new self-energizing brakes for 

ADVANCE-DESIGN more stopping power. And like Chevrolet's Dual- 


Shoe parking brake . . . engineered for greater 


holding power. Here are trucks that offer 
important new comfort features. Ventipanes for 


controlled ventilation, and new cab seats for 


more riding comfort. In every way, these 


First in demand d Chevrolet trucks are right for your job. See 
\ First in value kes. them at your Chevrolet dealer’s now. 
\ in sales; 
— First! Say, CHEVROLET DIVISION OF GENERAL MOTORS 
Ww \) DETROIT 2, MICHIGAN 








ADVANCE-DESIGN TRUCK FEATURES 


TWO GREAT VALVE-IN-HEAD ENGINES—the shifting « HYPOID REAR AXLES—for on heavy-duty models « NEW CAB SEATS 
105-h.p. Loadmaster or the 92-h.p. Thrift- dependability and long life « NEW TORQUE- —for complete riding comfort ¢ NEW 
master—to give you greater power per ACTION BRAKES—for light-duty models ¢ VENTIPANES—for improved cab ventilation ¢ 
gallon, lower cost per load ¢ POWER-JET PROVED DEPENDABLE DOUBLE-ARTICU- WIDE-BASE WHEELS—for increased tire mileage 
CARBURETOR—for smooth, quick acceleration LATED BRAKES—for medium-duty models « e BALL-TYPE STEERING —for easier han- 
response © DIAPHRAGM SPRING CLUTCH— NEW TWIN-ACTION REAR BRAKES — for dling ¢ UNIT-DESIGN BODIES—for greater load 
for easy-action engagement « SYNCHRO- heavy-duty models ¢ NEW DUAL-SHOE protection ¢ ADVANCE-DESIGN STYLING—for 
MESH TRANSMISSIONS — for fast, smooth PARKING BRAKE—for greater holding ability increased comfort and modern appearance. 














Se 
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The Price of Price-Cutting 


Everybody says price-cutting is bad, but how many dealers know why? Here, 
in simple charts, is the reason why cut prices mean business failures 


HE Supreme Court's decision against state fair 
trade started a price war in New York City 
that may have a permanent effect on pricing 


electrical goods all over the country. It may be the 


iuse of considerable price-cutting from now on. 


Even before the Supreme Court's decision met 
hants were reporting heavy inventories and sub 
stantial reductions in volume. This alone would 
bring keener competition and create a tendency to 
ut prices. But where does price-cutting leave the 


| , 
usinessman who voluntarily rolls back his prices? 


ious price-cutting appears whenever buy 
tance depresses volume. Some dealers 
issume that it is more profitable to merchandise this 
vay than to promote their wares more aggressively 
ind get the regular mark-up. The dealer who does 
cut prices should first consider the consequences and 
these consequences can be visualize radily by in 


ning } xhibits \ ti H 


What Does a Price Cut Do? 


understand the problem, one must have 


} . j | 
“ it price reduction does to the main 


elements ot barter ilways consider a price-cu 
itionship to your cost of goods sold, margir 
rhead expense and net profit, not to the sel 
price, as so many do. Let us assume, for example 
ire 


that your experience hgures tor a prior per od 


s follows: 


EXHIBIT A 
$50,000 — 100% 
60 


Margin earned on sales. .. .$20,000— 40% 
Overhead expense 30 








Net profit on sales 10% 


On the same unit volume in a subsequent period 
you cant cut prices more than 10 percent or vou 
see red, as is shown in Exhibit B. The cost of goods 
sold and overhead expense remain the same in 
dollars, but they increase percentagewise in pro 
portion to sales. 


EXHIBIT B 
$45,000 — 100.0% 





Margin earned on sales. .$15,000— 33.4% 
Overhead expense — 


unchanged 15,000 — 33.4 





Net profit on sales 


If you cut prices 10 percent, you must increase 
sales 3344 percent to earn the same dollar profit 
earned in the period before prices were reduced (See 


Exhibit A). 


EXHIBIT C 
Sales—prices reduced 10% 
from $50,000 
Additional volume needed 


to offset price cuts 15,000 — 33 “3 % 


Total volume at cut prices . $60,000 — 100.0% 
Cost of goods sold 40,000 — 66.6 


Margin of profit on sales. . $20,000 — 33.4% 
Overhead expense — un- 








15,000 — 25.0 
$ 5,000— 8.4% 





Net profit on sales 


The figures under Exhibit D show that if vou 
cut prices 10 percent, you must increase volume 
40 percent to earn the same percentage ot net profit 
shown under Exhibit A 


EXHIBIT D 
Sales — Prices reduced 
10% from $50,000. $45,000 
Additional volume 
needed to give the 
same percentage of 


net profit 17,500 — 40% 


Total sales volume at 
reduced prices ... . $62,500 — 100.0% 
Cost of goods sold... 41,250— 66.6 


Margin earned on 
price-cut sales ....$21,250— 33.4% 
Overhead expense — 


unchanged 15,000 — (See A,B,C) 


Net profit on sales...$ 6,250— 10.0% 
The lower the margin, the higher the volume 
needed to offset the same price-cut. Suppose your 


operating figures tor a prior period showed, these 


ratios: 


EXHIBIT E 
$50,000 — 100% 
35,000 — 70 
Margin earned on sales... .$15,000— 30% 
Overhead expense 20 








Net profit on sales — 10% 


If you cut prices 10 percent during the next period 
on the same volume, you begin to see red. 
EXHIBIT F 


Sales—prices reduced 10% 
from $50,000 
Cost of goods sold 


$45,000 — 100.0% 
35,000 — 77.7 





Margin earned on sales. .$10,000-- 22.3% 
Overhead expense — un- 
changed 22.3 





Net profit on sales 


AUGUST, 


Under Exhibit C, a sales increase of 3314 percent 
was needed to offset a 10 percent price-cut when 
margin on sales was originally 40 percent. Under 
Exhibit G, a 50 percent increase is needed to offset 
a 10 percent price-cut when margin was originally 
30 percent. When a dealer keeps inadequate records 
of operating costs, when his merchandising equip- 
ment and operating facilities are below par, or when 
his managerial efficiency in general is off the beam, 
his margin on sales is likely to be lower than average 
and a price-cut of only a limited amount may put 
his profits in a bad way. 


EXHIBIT G 


Sales—prices reduced 
10% from $50,000. $45,000 
Increase in sales 
needed to offset cuts 22,500—50% increase 


Total volume sold at 
cut prices $67,500 — 100.0% 
Cost of goods sold.. 52,440— 77.7 


Margin on sales. .. .$15,060— 22.3% 
Overhead expense — 
unchanged 10,000 —(See EF) 


Net profit on sales. .$ 5,060— (See E) 


The dealer might increase the ratio of net profit 
to sales and the dollar-profit over the result shown 
in Exhibit D, but as tabulated in Exhibit H, even 
under such a favorable condition, he would have to 
increase sales about 45 percent to do this: 


EXHIBIT H 
$45,000—(See D) 


Increase in sales.... 19,350—45% increase 


Total volume at re- 
duced prices 
Cost of goods sold.. 42,900—66.6% (See D) 


Margin on sales... . $21,450 
Overhead expense — 
unchanged 15,000 


Net profit on sales. .$ 6,450—10.1% (SeeD) 


Compare the figures under Exhibit D with those 
under Exhibit H and you can see that it is possible 
to earn more profit in dollars and in ratio to sales 
by cutting prices even to a limited degree, but few 
dealers can boost volume 45 to 50 percent by using 
price as sales bait. The hazard of loss is much 
greater than the chance of gain. 


Overhead Goes Up, Too 


The figures shown in the foregoing tables are 
conservative insofar as the effects of price-cutting is 
concerned because overhead expense remains un- 
changed. In actual practise, overhead will increase 
with volume, more or less, depending upon man- 
agerial ability, so that the increased volume required 
to offset a price-cut would increase the overhead 
outlay and reduce the net profit proportionately. 
As a result, it would be necessary to increase sales 
after price-cutting more than the percentages shown 
in the tables. 

It makes no difference what ratios are used, the 
effect of price-cutting is the same, and so, the cal- 
culations shown in the foregoing tables will enable 
the dealer to make his own analysis. Before a dealer 
cuts prices it would be wise to prepare exhibits, such 
as shown here, to get some idea of what price-cutting 
will do to operating figures. Of course, if external _ 
conditions at some future time force prices down, 
there isn’t much you can do about it, but the dealer 
should know what effects the cuts will have on his 
business. Then he is in a better position to supervise 
the reductions so that he minimizes loss. 

End 
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‘Find the little pea— 
for big dough!” 


Locating the REAL source of kitchen profits needn't higher units of sale and at minimum selling costs. 
be guess-work or sleight-of-hand trick —- TRACY has 


id tedl He works with a small to moderate inventory of 
proved that repeatedly. 


fast-turning items. 
Any kitchen dealer who has puzzled about the three 
shells and the elusive P for Profits, should take a first- 
hand look at the TRACY Mainline KITCHEN System. 


This is a painlessly simple proposition, with definite This te the oo i > EGE System 

: —is developed specifically for kitchen dealers who 

dealer advantages. intend to make this booming business a major part of 

Te TARY dubs ee edd oie their operations. Any able dealer who has serious 

oe : 4 intentions for his kitchen business should ask for the 

ne details of the TRACY program. (Frankly, the dealer 

who fiddles, or dabbles with kitchen sales will not 

find the TRACY program suited to his business. ) 
He embraces a fast-growing year-round volume in Write or wire for information TODAY. 


He is supported with practical promotional power, 
focused on his own activity. 


He enjoys a retail margin that equals or exceeds 
the most profitable lines he handles. 


HIGH 


SKY 4 QUALITY 
} 


| 


{ 


| 
CSO, 


I 


DOWN 


KITCHENS ram 


TRACY MANUFACTURING COMPANY Division of Edgewater Steel Co. 


PETTSBURGH 33, PA. 
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HERES HOW TO MAKE AN 
EXTRA PROFIT 


on every sale of one of these 
famous space heaters 


we 


ALLEN’S 
BARNES 





Show your customers this easy 
to install Automatic Control 
for SPACE HEATING 


BEYER 

COLE HOT BLAST 
COLEMAN 
COLEMAN (C 
CREST (Canada 
CREST-AIRE (Conada) 
CUSTOM-AIRE 
DOMESTIC 
DRACO FIREBALL 
DUO-THERM 
ENTERPRISE 
ENTERPRISE (Conada) 
ESTATE-HEATROLA 
EVANS 

FINDLAY (Canoda) 
FLORENCE 
GILLEN 

H. C. LITTLE 
HERCO (Conada) 
INTERNATIONAL 
JUNGERS 

KEMAC 
KLEER-KLEEN 
Laco 

LONERGAN 
MAGIC CHEF 
MONARCH 
MONARCH (Cancda) 
MONOGRAM 
NESCO 
NORGE-HEAT 
ORAN 
PERFECTION 
PREWAY 

QUAKER 
SAFEWAY 
SIEGLER 

SILENT FLAME 
SUPERFLAME 
THERMO PRODUCTS 
TORRIDAIRE 


WASHINGTON 
FRUGAL 


ANYONE CAN 
INSTALL IT! 


A-P Comfort ¢ 


\\ HEN your customers buy a space heater, 
you can 


offer them all the luxury of true 
thermostatically heat 
equal in performance and convenience to the 
most kind of This 


because every customer 


automat controlled 


; 
expensive heating! 


selling 


means 
easier wants 
this comfort and convenience, plus the economy 


of no wasted heat and substantial fuel savings! 


Yes. vou can make an EXTRA “ae 


PROFIT on the sale of every space 
or trailer heater. if you'll simply 
show A-P Com- 
lort ¢ Available for 
furnaces. too. Write for 
'-6, today! 


your customer an 
ontrol floor 


Bulletin 





DEPENDABLE Controls 


lesigned and built to exact space-heater specifi- 
for 19 years America s foremost 

s for oil and gas-fired furnaces and 

controls and ac« 


f famous A-P valves, essories 


m equipment 


A-P CONTROLS CORPORATION 


(formerly Automatic Products Company) 
2400 N. 32nd Street e@ Milwaukee 45, Wisconsin 
In Canada: A-P Controls Corporation, Ltd., Cooksville, Ontario 
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10 Ways to Boost Trade-In Sales 





claims that three 


inserts of any ad 


means sale of the appliance 


6. THREE PRICE GROUPS 


Irving Crow 
\Wvo 


of Jack’s, 


used appliances 


Cheyenne, 
taken 
hand 


as a teatured 


ire several on 


three price gt 
1 $89.95 he 
11 
til 


nt 


7. MAKE A TRIP TO CUSTOMER'S 
HOME 


nestim 


position 


scl IC 
shopping g 
hopping g 


rained 


n betore such 


rway. Salesmen ; 


resale value 


profit 


insactions whenever 


8. RECONDITION AFTER THE SALE 


Peninsula, Calif 


used 


se who wanted to 


ds within 


od way of 


ce 


plete 


rk is not done 


lhe American Home Appliance C 
lit. found that a thrift ce 


appliances, where 
save money could 
range, 
of trade- 


price 
lisposing 


t 


s taken in are examined 


ite made for the 
reconditioning, 


until 


ide. The customer 


washing ma 


order price 
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and is told what repairs will be made 
within this estimate. In this way no 
time or money is wasted in repairing 
stand for months 
Moreover, the cus- 


articles which may 
before being sold. 

tomer is able to direct the repair job 
and may elect to add extra repairs t 
necessary reconditioning item Tl 


thri 
thnrilt 


9. SPECIAL TRAINING FOR SALESMEN 


\f, 


r departn ent 

-e through all the 
ditioning. The trade 
i's suggestions f 


ivered direct fro 
the sh ps 
where sg rh overhaul 


It is then displa 
sales floor 1 is als placed among 
he salesmen may dis 


> store’s mait 


ling. In cold-canvass 

frequently advan- 

low-priced recondi 

tioned items to meet the needs of low 
income families and the trade-ins as 
a nice profit, both to 


salesman, 


rule show 
ind to the 


store 


10. USE APPLIANCES TOO OLD TO 
RESELL 
What do you do with 
too old to be resold? Bud 
Colo., is glad t 
lc He mounts 
Id 1917 model Ford truck 
with a flat platforn 
iodern appliances by 


way of contrast and 


trade-ins 
which 
1 o1 Denve T, 
real old-timers 
them on al 
specially 
bed, adds a tew 
enters the exhibit 
in parade under such titles as “The 
Old and the New”, “Time to Modert 
ize”, and the like. Between parades 


he sends truck around the city, lets it 


serve as a 


























mnt 


Gleeck, 


‘ 
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MARES w, 
Mies ep ee SOFTER THAN Ray 
* Mele Ware, Rinse 


te 


Calgon makes 


,any water, any soap, any washing 
compound wash better... any water 
rinse better, Housewives use it in the 
laundry, kitchen, bath and for general 
housecleaning. Calgon is the wonder- 
ful water conditioner that helps soap 
do more cleaning—knocks out wash- 
ing film. 


Co-Star Cafion and 
Calgonive Yor Eg 
Volume Profits 


. , ® 

§; Calgonite makes 

tag 
mechanical dishwashers work like magic! 
Calgonite washes dishes sparkling clean. 
Cleansing action is so complete that it 
even keeps the machine clean—film just 
disappears! Yes, every automatic dish- 
washer works better with Calgonite—and 
housewives know it! 


CALGON, INC. 
Hagan Building, Pittsburgh 30, Pa. 
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PORTABLE IRONER 


LAR with women because (A) it is so easy to use; (B) saves time; 
(C) eliminates ironing day drudgery: (D) is reasonably priced. 


R with dealers because it sells quickly at good profits. 


Elbow control leaves user's hands free to guide clothes. 21" wide 
roll. Thermostatic heat control. A red light indicates when current is on. Motor is 
wholly enclosed. Non-slip rubber guard. AC current. Bright chrome and white 
enamel finish. 


UTILITY HEATER 


A very attractive model finished in choice of white 


AGA 
Approved 


Reflector and dress 

Well made to do a good 
Equipped with double radi- 
12,000 B.T.U. 16” high. 


or brown porcelain enamel. 
guard are chrome plate. 
heating job for years. 
ants and cast-iron burner. 
11” wide, 6%” deep. 


Model 2123 for L.P.G. gas 
Model 2123-B for Natural and Mig. Gas 


Fully Vented CIRCULATOR 


AG A Approved 
Efficient in operation. Provides clean, dry 
heat and eliminates sweating windows and 
walls. Gas cannot be turned on by 
accidently brushing against the valve. be- 
cause it is safgly located behind a closed 
door at side. Brown porcelain enamel fin- 
ish. Made for all gases. 
No. 914-V 19° high 12° wide & deep 14,000 B.T.U 
No. 917-V 19 high 12” wide 9 deep 17,000 B.T.U 
No. 920-V 19 high 19° wide 9 deep 20,000 B.T.U 


ORDER FROM YOUR JOBBER 
on full line of Ironers, Electric and Gas Heaters, and 
Lawn Sprinklers. 


or write for literature 


ARM TRONG 


DEPEND QN IT! 


IT’S THE BEST 
OF ITS KIND 


| 


Testimonials Sell TV 





Shurtleff he was playing with a gim- 
mick uniqueness could only 
bring success. Harry Moore, a staff 
salesman, added further promise to 
the campaign by suggesting that to 
catch listeners at varying times in the 
day and steer them to the show, Shurt- 
leff throw on three promotional spot 
announcements of the teaser type seven 
days weekly. All costs, including sta- 
tion talents and engineering, would be 
in a package contract of $125 a week. 


whose 


No Canned Testimonials 


Shurtleff had already been assured 
of co-operative adjustment by Crosley. 
“But,” he cautioned WBSM, this 
whole deal could prove a sorry flop 
if we have women reading testimonials 
None of that. 
that doesn’t 
let a lady speak in her own words with 
absolute sincerity.” 

From the outset of the 
Modern Sales 
expectations. First, there was no more 
TV slump. An estimated 55 percent 
more customers walked through the 
firm’s door in the first three weeks— 
the great majority not former custom- 

Ray hardly anticipated the 25 
phone calls inquiring of Crosley screen 
sizes, prices, etc. By the fourth week 
TV-sales weekly average rose to the 
lush pre-Christmas level. 

Shurtleff and Jason capitalize on 
the show in still another way. Before 
an interview goes on the air, the 
woman whose interview is to be used 
is called by phone and notified of the 
time. Of course, she instantly calls 
her friends to say, “Want to hear me 
yn the radio?” Moreover, Shurtleff 
presented each of the 20 interview sub- 
with an eight-inch, 78 rpm 
recording of their voice as gifts of ap- 
preciation, knowing that Mrs. House- 
wife proudly plays hers for relatives 
and house guests Shurtleff, 
“These folks actually are out selling 
for us all the time. And there’s a 
human characteristic you can’t over- 
look. At least a dozen recent customers 
have asked revealingly if smilingly, 

Now will I be on the radio too?” 


from prepared script. 
I'll reject any interview 


promotion 


success for exceeded 


ers. 


yects 


Says 


Interviews Set a Pattern 
Credit for much of the campaign’s 
é naturally goes to WBSM’s 
Bob Adams, for his 
er slanting of interview questions 


iff announcer, 


ting here is an absolute necessity. 
it doesn’t minimize the sincerity 
timonial, it does keep the house- 
from straying conversationally. 
» recording time and actual broad- 
me must tailored to strict 
Here’s a true, word-for-word 
‘ript as currently aired (note 
ilics of how this woman sells in al- 
t every statement she makes): 
“From the Mrs. Allen 
Tully, 16 Garrison St., Fairhaven, this 
is Bob Adams speaking to you by tape 
recording. Mrs. Tully, I understand 
that you recently purchased a Crosley 
TV set from Modern Sales Co., on 
Route 6, Fairhaven.” 
“Yes, I did, Mr. Adams.” 
“Now, Mrs. Tully, how long have 


home of 
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you had your Crosley?” 

“Since last October.” 

“I'd like to ask you if you’ve been 
100 percent satisfied.” 

“Certainly have.” 

“Do you get good reception from all 
channels ?” 

“Very good reception. I get Chan- 
nel 7, which is very clear. Several of 
may neighbors can’t get seven which 
I get.” 

“Uh-huh. I notice—and we're right 
in Mrs. Tully’s living room—lI notice 
you have an exceptionally—I would 
call it quite a large-size Crosley TV 
set. And it certainly is a very beauti- 
ful piece of furniture, isn’t it?” 

“Ves, it is. And everybody who sees 
it admires it.” 

“Well now, there’s something about 
this set you spoke to me about before 
went on the air. And I wonder 
if you’d mind telling our listeners 
about it.” 

“As I said, I like the picture, the 
tuning, and I like the cleaning part 
of it. I can get my dust mop under- 
neath without moving the set at all.” 

“Well, Folks, if you haven’t seen 
the Crosley TV set, that Mr. Tully 
is referring to is the fact that there’s 
a space from front to back that’s about 
four inches high, I’d say, so it’s pos- 
sible for Mrs. Tully, or any Crosley 
owner, to clean right under the set. 
Mrs. Tully, how did you happen to buy 
your set from Modern Sales Co.?” 

“We were out shopping. We didn’t 
have any special set in mind. Well, 
we saw several demonstrations. And 
we went to Modern Sales, and they 
demonstrated a set, and we were so 
well pleased with it that we purchased 
it. 

“Well, thank you, Mrs. Tully. To 
sum up, then, would you recommend 
a Crosley TV set, on the basis of your 
own experience as a recent purchaser 
through the Modern Sales Co., as 
being a very good buy?” 

“IT certainly would. 
signs off here.) 


we 


(Announcer 


28 Sales in Month 


After a month, Shurtleff was able 
to pin-point the results. He has no 
outside salesmen; no other major me- 
dium working for him. He could count 
28 TV sales directly traceable to the 
gimmick, and 10 more that might have 
been so influenced. 

“We out of that TV slump 
with assurance we were going to reach 
our estimated 1951 volume of $130,000. 
For instance, we had an $8,000 TV 
inventory, strictly Crosley, and we have 
not only moved that inventory but 
also $5,000-worth more.” 

The TV idea has sold more than 
TV. Shurtleff recalls the case of Mrs. 
Joseph Walker, one of the interviewees. 
She answered Bob Adams on the air 
with, “I’m so pleased with Crosley 
that I’m dreaming of owning their 
beautiful kitchen some day.” 

Shurtleff claims, “Her husband 
heard that. So as a secret surprise for 
the missus, he came here after work 
one day and the kitchen is now being 


planned.” End 


came 
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“Here's why Admiral€ 
is my No. 


Says Joe Berman of 
Berman Appliances, 
Chicago, Il. 


From month to month, Joe Berman has seen a tenfold 
increase over the $40,000 he grossed in 1949. In place 
of the 13 TV lines he used to carry, he now sells 5, 
and of those five, Admiral accounts for more than 50% 
of his total volume. “Tl tell you why Admiral is my 
most profitable line,”’ says Joe. “It’s because Admiral 
has consistently kept up with market conditions to 
give dealers the kind of backing they need. Admiral 
backs me up with outstanding TV performance... a 
terrific ‘‘wide choice’’ line that includes cabinetry for 
every taste and budget . . . prices that are consistently 
lower than the five leading, nationally advertised 
brands...established Admiral brand preference, 
thanks to powerful national advertising . . . and above 
all, dealer promotions so spectacular they often 
“scoop” the industry in sheer sensationalism.” 


,% 


es 


- 


How Joe Berman 
profits from Admiral’s 
better backing in 
his home demon- 


stration program 


For More Action! Sales! Profits! 
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As Joe Berman will tell you, ‘“Today’s television buyer knows 
exactly what he wants... he has “shopped” enough to recognize a 
bargain, and he’s definitely brand conscious. That’s why when I 
send out a direct mailing with a “pitch’’ on Admiral TV value, I 
know it makes an impression. Once in the home, I can demonstrate 
Admiral superiority in performance and I can offer cabinets for any 
taste and budget. Certainly, home demonstrations sell, if the prod- 
uct is Admiral.” 


Look to Admiral 
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Make Four Salesmen Do the Work of Twelve 





You pick up more 


PAY DIRT 


with the 


who is ready wit 
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‘The fast selling cyl- 
inder type Cadillac. 

. Acomplete cleaning 
system. All attach- 
ments included. 
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Bigger profits are in the bag — for 


dealers who sell Cadillac vacuum cleaners. 
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REASONS: 


Cadillac's liberal discount policy 
gives you more profit per unit. 


i telactoh' dtm @eleliilelaMalelilelalelimeloh asta 
tising regularly reaches the buy- 
ingest homemakers in America: 
the readers of American Home, 
Woman's Home Companion, Satur- 
day Evening Post, Cosmopolitan, 
Household, Farm Journal, and 
Sunset. 


Finally, you sell Cadillac cleaners 
with enthusiasm and confidence, 
knowing they offer unbeatable 
quality. Cadillac’s dirt-getting effi- 
ciency has been proved and praised 
by good housekeepers since 1911. 





MOTOR-DRIVEN 
BRUSH MODEL 


For more than 40 years, 
sold only by reliable 


dealers and distributors. 
. ou can 
Find out how Y 


more — make 
dillac. 


sell 
more—with Ca 
Write for complete in- 


CLEMENT MFG. CO. 


‘ now Dept. A. 6666 S. Narragansett Ave. Chicago 38, Ill. 
formation— . 








"KINDA MAKES YOU WONDER WHY YOU GOT MARRIED.” 
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Point Out These Selling Features: 


SELF-ADJUSTING WRINGER with 2'%” rolls. Feather-touch, 
pull-push release bar which instantly releases pressure. Easy-to- 
use reset lever. 100° visibility. 


AUTOMATIC TIMER that turns off washer at time set. 
EXCLUSIVE INSULATED DOUBLE WALL (THERMO) TUB that 


keeps water hot longer, saves on soap and water, and holds up to 
nine pounds of clothes. 


NO UNDER-WATER BEARINGS which eliminates possibilities of 
leakage. 


PUMP that drains the tub in two minutes, prevents splashing. Can 
lift water 9 feet for draining in high places. 


ALUMINUM AGITATOR that strokes around 200 degrees (90 times 
a minute) for better washing action. Not harmful to clothes like 
short, jerky strokes. One piece, easily removed for cleaning. 


SEALED MECHANISM requires no oiling, no attention. Belt driven 


for slow speed and longer life. Micromatic adjustment keeps 
gears in perfect alignment after years of use. 


DRAIN HOSE which operates simply by unhooking. 
BALL BEARING CASTERS for effortless moving. 


Write Your Horton Distributor Today! 
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Washers: Dryers: lroners 


HORTON MANUFACTURING COMPANY e FT. WAYNE, INDIANA 
Since 187] 





Inland’s “LIFT! TILT!” demonstration 


builds midsummer sales and prof its! 


Yes, the hotter the weather. the better the “Lift! 
Tilt!” idea works! 

Just try it... with the next prospect who 
comes into your store. Slip an ice-filled Inland 
‘ lift the 
~That’s all there 


is to it. Lift, tilt. and you have plenty of big, 


Tray from a refrigerator on the floor . . 
lever, tilt the grid... and say, 
sparkling. dry ice cubes, just like these!” 

\ demonstration that’s so easy, simple, com- 
plete! And it SELLS! You'll sell many Inland 
Trays as replacements for old. inconvenient 


trays. But more... the “Lift! Tilt!” demonstra- 


MANUFACTURING 








tion closes refrigerator sales... sells them faster. 
It helps greatly to increase profits! 

Make sure that the refrigerators you sell are 
equipped with Inland “Magie Touch” Ice Trays 


... for your customers ... for yourself! 





“LIFT! TILT ” is the constant headline 


theme of Inland’s strong national magazine 
advertising campaign throughout 1951. Use it 

. in demonstrations and sales talk . . . to your 
greatest advantage! 
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ICE CUBE TRAYS 


INLAND MANUFACTURING DIVISION, 
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General Motors Corporation, Dayton, Ohio 
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Appliances 
In the Magazines 


WOMEN’S SERVICE GROUP 
Woman‘s Home Companion 


“Cool Eating—And Warm Welcome” 


by Bernice Straw Companion, 


August—how to put 
work for summer ente 


*quipn 
| 


HOME SERVICE GROUP 


Better Homes & Gardens 


House Beautiful 


What's Wrong With T 


by Charlotte ( 


FARM GROUP 


Farm Journal 


ther Summer Without 


y Naomi Shs 


Progressive Farmer 
ut Some Peaches In ur Freezer” 
by Mary utr Progressiwwe 
Parmer July how to rreeze and 


e peaches while in season 
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WAY % Buy 


Your best-known brands are working for you in the pages of Ladies’ Home Journal! America’s 


leading advertisers presell your customers ...turn readers into buyers. Be sure those 


customers turn to you for what they want... stock, promote, display, advertise these brands! 


American Beauty Electric Iron 
Arvin Automatic Electric tron 
Arvin Electric Housewares 
Arvin Lectric Cook 


Caloric Gas Ranges 
Crosley Electric Range 
Crosley Freezer 


Deepfreeze Electric Range 
Deepfreeze Home Freezers 
Deepfreeze Refrigerators 
DeVilbiss Vaporizers 
Dexter Twin Tub 


Easy Spindrier 

Electresteem Vaporizer 

Electresteem Vaporizer and Bottle 
Warmer 

Electresteem Vaporizer, Portable 
Steam Padiator, Electresteem Baby 
Bottle Warmer and Electresteem 
Baby Bottle Sterilizer 

Eureka Cleaners 

Evenflo Nursing Units 


Farber Automatic Coffee Maker 
Farberware Stainless Steel Cooking 
Ware 





Federal Enameled Ware 
Firestone Home Appliances 
Fletcher's Can-Well Canner 


Fletcher's Can-Well Cold Packing 
and Preserving 


Fletcher's Roastwell Roasting Pan 
Frigidaire Automatic Washers 
Frigidaire Electric Range 
Frigidaire Refrigerators 


General Air Conditioning Cooking- 
Refrigeration Combination 


G-E Automatic Blankets 
G-E Automatic Toaster 
G-E Automatic Washers 
G-E Iron 

G-E Light Bulbs 


G-E Refrigerator-Food Freezer 
Combination 


G-E Refrigerators 

G-E Triple-Whip Mixer 
Gibson Electric Range 
Gibson Refrigerators 


Hamilton Beach Mixer and Mixette 


| Hardwick Gas Ranges 


Horton Automatic Washers 





Hotpoint All-Electric Kitchen 
Hotpoint Automatic Clothes Dryer 
Hotpoint Electric Ranges 


International Harvester Refrigerators 


Johnson's Waxes and Wax Electric 
Polisher 


KitchenAid Food Preparer 


KitchenAid Mixer and KitchenAid 
Electric Coffee Mill 


KitchenAids 
Kold Pak Portable Electric Refrigerator 


Lewyt Vacuum Cleaner 


Magic Chef Gas Ranges 

Maytag Washers and Gas Ranges 
Met-L-Top Ironing Table 
Mirro-Matic Electric Percolator 
Mirror Aluminum Utensils 
Motorola Clock Radio 

Motorola Radios 

Motorola Television 

Motorola Television-Radio-Phonograph 
Murray Gas and Electric Ranges 
Murray Kitchens 





New Home Sewing Machines 


Perfection Electric Ranges 

Pfaff Sewing Machines 

Philco Refrigerator 

Philco Refrigerator and Electric Range 

Philco Television 

Philco Television and Television- 
Radio-Phonograph 

Presto Cookers 

Presto Vapor-Steam Iron 


Regina Twin-Brush Electric Polisher 
and Scrubber 


Revere Ware 
Rid-Jid lroning Tables and Ladders 


Servel Refrigerator 
Sunbeam Coffeemaster 
Sunbeam lronmaster 
Sunbeam Mixmaster 
Sunbeam Toaster 


Tappan Gas Ranges 


Toastmaster Automatic Electric 
Appliances 


Toastmaster Pop-Up Toaster 
Toastmaster “Toast 'n Jam” Set 


*47.2% of 72,012 women shoppers interviewed in 642 retail stores of all kinds 


said they read LADIES’ HOME 


When the Journal comes out, 


customers come in 





Universal Coffeematic 
Universal Stroke-Sav-r fron 


Verplex Lamps and Shades 
Vornado Air Circulators 


Wear-Ever Aluminum Cooking Utensils 


Wear-Ever Coffeemaker and Wear-Ever 
Chicken Fryer 


Westinghouse Clothes Dryer 


Westinghouse “Commander” Blectruc 
Range 


Westinghouse Laundromat 
Westinghouse Roaster-Over 
Westinghouse Speed-Elecfric Ranges: 
Whirlpool Automatic Wasfier 

Whirlpool Automatic Washer and Dryer 
White Sewing Machines 


Youngstown Kitchens. 


Zenith Radio-Phonograph 


Zenith Radio-Phonograph, Portable 
Radios and Radios 


Zenith TV-Radio-Phonograpty 


Jinenal 
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follow their mother... 


+ 


SALES OF MANY APPLIANCES FOLLOW SALES OF 


FAIRBANKS-MOoRSE Water Systems 


Every time you sell a Fairbanks-Morse water system, you open the way for additional 


sales of hundreds of dollars worth of appliances directly dependent upon water to make 


them serviceable—water heaters, softeners, washers, dishwashers, garbage disposal units, 
shower installations and cabinets, milk coolers, and plumbing fixtures. 


COMPLETE LINE! 


NEW! Fairbanks-Morse submersible pump. Latest 
thing in deep well pumping. Operates below water. 
Silent. Water cooled, lubricated. For depths from 
60 to 400 feet. 


THE CONVERTIBLE! A shallow well ejector that quickly 


becomes a deep well unit. Conversion kit sold and in- 


stalled by dealer. Long range profit builder. o- 


NEVER LOSES PRIME! Popular shallow well water 


system. Comes complete with tank, ready to plug 


in and use. Ideal for drive-point installations. 


ra I 
Sool q % 
a Cc 
GO DEEP! PUMP PLENTY! Deep well heads for 


your customers who must go deep to get volume. 


FOR SMALL SPACES! A long-lived shallow well pump. 
Comes with 5-gallon tank for installation under sink or 
in other small places; 30-gallon tank can be used also. 


Economical to operate. Has double cylinder pump- 
ing action. 


All Fairbanks-Morse water systems are 
Performance Proved. This is your cus- 
tomers’ assurance they get the performance 
they pay for. 


FAIRBANKS-MORSE, 


a name worth remembering 





HOME WATER SERVICE AND LAUNDRY EQUIPMENT - 
SETS » HAMMER MILLS + MAGNETOS + MOTORS - 


ENGINES - GENERATING 
MOWERS + PUMPS + SCALES 
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Fairbanks-Morse Systems 
Tops in quality, performance 


When you sell a Fairbanks-Morse water sys- 
tem, you'll have no regrets later. All the 
skill resulting from more than 120 years of 
manufacturing quality products is your cus- 
tomers’ guarantee of satisfactory, economical 
performance. 

The complete line of Fairbanks-Morse water 
systems enables you to supply the right one 
to meet every prospect’s needs. Repair and 
replacement parts are available at once. And 
the Fairbanks-Morse advertising program— 
from space in national magazines to mat 
service and counter displays—has proved its 
ability to produce prospects. 

You'll want complete details of profitable 
Fairbanks-Morse dealerships. Mail the cou- 
pon today! 





Fairbanks, Morse & Co., 

Chicago 5, Iil. 

Gentlemen 

We want all facts about selling your water systems 
Name 

Address 


City Zone 
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JULIA KIENE, manager of the West- 
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On Electric Refrigerator Line 
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Fifth Home Laundry Conference 
Set For New York in Fall 
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WILCOLATOR the only electric oven 


heat control with the "Qagic Button” 


Demonstrate this Wilcolator EXTRA convenience feature. It really 
“clicks” with prospects...helps turn them into satisfied buyers. 


1 TURN the dial to 
the desired temperature 
—the BAKE element auto- 
matically cuts in and the 
“bake” pilot light comes 
on. 


oe wa 


3 CLICK goes the 
“Magic Button” as it snaps 
out, audibly signalling 
when the oven has reach- 
ed the proper cooking 
temperature. At the same 
time, the broil” light goes 
out, giving visual notice 
also that the oven is ready. 


“cooperates ve to 
save fuel, gi 


How 
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; coo ing, 
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ey 
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above ever 


- i 


precision cooking 
at a touch 


” of the finger tips ! 
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2 PUSH the “Magic 
Button” — automatically 
cutting in the BROIL ele- 
ment for fast preheating 
—and turning on the 
“broil” pilot light. 


That's all that is necessary 
—the Wilcolator does the 
rest. The housewife can 
go on about the prepa- 
ration of her food; the 
“Magic Button” will “call” 
when the oven is ready. 


To demonstrate the audible “click” of the preheat 
button snapping out, when the range is not connected, turn the 
dial to 350°, push in the preheat button, and then turn the dial back 


to “off.” The preheat button will automatically snap out. 
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THE WILCOLATOR COMPANY 


ELIZABETH, NEW JERSEY 





AHLMA Meets in Chicago 


Electrical Appliances 


Promotionally F riced 
for Volume Sales 


RETIRING PRESIDENT H. Pau! Nelligan of Easy looks pleased over the Asso- 
ciation’s gift of a camera and a model for him to photograph 


Series +1001 
AUTOMATIC 
TOASTER 


Series +1002 
AUTOMATIC IRON 


a 


HORTON’S Bud Koranda show ff a Father’s Day g a pipe in a holster 
s pip 
to tlisna Gra president of Whirlpool 


Series +511 
Combination 
Sandwich and 
Waffle Maker 


© Your sales will be way out ahead when you carry 
the complete line of Nelson electrical appliances. 


New streamlined designs . . . priced to attract customers 

. and backed by Nelson’s famous guarantee. 
Toasters ... irons .. . waffle makers . . . combination 
sandwich and waffle makers . . . heaters . . . one and 
two burner stoves. 


The NELSON MACHINE & MFG. CO. 


Guaranteed Electrical Appliances for over 25 years W. J. SCHULER of Lovell finds his attention diverted for a moment as he and 
: R. D. Hunt of Dexter visit with Walter Voss (back to camera) 
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they reed only ONE 
/ and theres 
only ONE to clean / 


0h KitchenArd tood Preparers! 


Just demonstrate exclusive Hobart round- 
the-bowl mixing . . . show your customers 
how the single, all-purpose beater travels 
completely around the inside surface of the 
bowl, rotating as it travels... and you'll 
find them sold on KitchenAid! 

Show them that the bowl is stationary... 
locked in place . . . so that no turning or 
retarding of the bowl is required for effi- 
cient mixing, blending or whipping . . . no 
need to assist mixing with knife or spoon. 


Tell them how no part of bowl contents can 
escape the mixing action ... no “dead 
spots” where ingredients can rotate undis- 
turbed or only partially mixed. 

And, with only one beater required for 
efficient mixing, there’s only one beater to 
clean... a feature any housewife will 
appreciate! 

Then show them how easy it is to operate 
KitchenAid with the convenient speed 


guide located “up front’. . . the working 


KitchenAid 


The Finest Made...by (38 


World's Largest Manufacturer of Food and Kitchen Machines 
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end of the mixer . .. demonstrate the plus 
power that operates any attachment with- 
out need for expensive power boosters... 
the wide range of practical attachments that 
add so much daily usefulness to KitchenAid 
Food Preparers. 

It’s a real sales-making demonstration 
as the dealers who have tried it can testify. 
Why not try it for yourself? KitchenAid 
Electric Housewares Division of The Hobart 
Manufacturing Co., Troy, Ohio. 


Feature Aftraction 


in any electric housewares display . . 
the KitchenAid Electric Coffee Mill. Grind 
bean coffee at the touch of a switch 
and let your customers smell the aroma 
of truly fresh coffee. 





AHLMA Meets in Chicago 


with the powerful 


OASIS program 


* BUILDS DEMAND 
* DRAWS LEADS 
* CLOSES 9 OUT OF 10 


POINTING out a visitor to H. E. Metz is E. L. Farquharson of Landers, Frary 
& Clark. Metz is engineer for the firm See page 150 for more pictures 


You can write your own ticket for sales and profits in the big, new, profitable 
air drier field, when you sell the OASIS way! 


1. National Advertising builds demand in leading home magazines—Bet- 
ter Homes & Gardens, House Beautiful, House & Garden. 


2. Local Promotions—a hard-selling co-ordinated program of newspaper 
advertising, direct mail, store and window displays, tie in at the local level, 


draw interested leads 


3. Sensational ‘‘Closer,’’ sells 9 out of 10. Try-before-you-buy demonstra- ~ , 

tion in prospect’s home takes water out of the air before their eyes—up to 3 a ; 

gallons of water every 24 hours. When they see, the selling is done! = 

‘ , : : THREE BLACKSTONE executives lunch together. At left is the firm’s new 
NO MORE DAMP DAMAGE president, Reginald Lenna. Center is John M. Wicht, general manager. At 


right is P. A. Moynihan, sales manager for the company. 
The amazing OASIS Air Drier ends dampness and all that goes with it in 
homes, offices, stores, factories, warehouses, libraries, and many other build- 
ings. Uses no chemicals; plugs into any A. C. outlet. Mail coupon today for 
more facts! 


- — 


OASIS 0:55 


The world’s largest manufacturer of ELECTRIC WATER COOLERS 


The Ebco Manufacturing Co. 
405 W. Town Street, Columbus 8, Ohio 


Gentlemen: Please tell me how I can “Make Money 
out of Air 


Name 


Address 


TOP SPEAKER at the meeting was Inland Steel’s Benton J. Willner, flanked by 
AHLMA president George Castner, left 


and lawyer George P. Lamb 
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Stewart: Warner BIG NEW 


Diversey Parkway Plant 


























+ 


READY AND ROLLING. To keep pace with the con- 
stantly increasing demand for STEWART-WARNER 
television and radio we have added a big new plant to our 
manufacturing operations. Incorporating the very latest 


techniques in quality control and time and material sav- 


ings methods—this new plant will enable STEWART- 


WARNER to greatly accelerate its long established policy 


UT 


STEWART-WARNER ELECTRIC - Division of Stewart-Warner Corporation - 


Television and Radio 





.top quality merchandise—competitively priced. .Be 
ready for the fall upswing—SEE the handsome new 
STEWART-WARNER television line... ADAPTABLE 
TO COLOR TV...READY FOR U.H.F. SEE the spar- 
kling new STEWART-WARNER radio line of table 
models... portables and console combinations. Call your 


STEWART-WARNER Distributor TODAY. 


ARNER 


1300 North Kostner Avenue - 





Chicago 51, Illinois 
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to increase your sales 


and keep customers “sold” 











I'M HOT, the exclusive, 100% efficient 
Immersion-Type Heating Element. I'm com 
pletely submerged so that all my heat is 
rapidly transferred directly into the water. 
I'm easy to remove... the tank stays full 
while you slip me out of my “no-drain” 
copper we 


I'M SNAPPY, the patented Snap-Action 
Thermostat. I'LL SNAP on and off with 
S ; out chattering or arcing. I’m sub 
4 ers merged in the water, too, for accu 
= @y,,fate, positive temperature control. 
‘© |'m easy to service or remove... no 
need to drain the tank 
out of my “no-drain” well 


just slip me 


BLEX ELECTRIC, one a complete line of round and table-top 


water heaters. Sold through leading electrical wholesalers. Write for catalog 


NATIONAL STEEL, CONSTRUCTION CO. 


SOO MYRTLE STREET 301 WATER, STREET 1801 PASADENA AVENU 


SEATTLE 8, WASHINGTON LOGANSPORT, INDIANA LOS ANGELES 31, CALIFORNIA 


A PRICE CONTROL PROBLEM occupies the attention of M. J. Maier, right 
of Malleable Iron Range Co., and Bion B. Howard, economist for the con- 
sumer durable goods division of OPS, during the June convention of the Insti- 
tute of Cooking and Heating Appliance Manufacturers in Cincinnati. Listen 
ing in is Walter Muhlbach, of Florence Stove Co. and president of ICHAM 


Government Orders Should Reflect 
Industry Advice, Muhlbach Says 


ICHAM head tells annual convention 
that Washington should seek advice 
from trade sources in writing orders. 


(For pictures of the convention see page 156.) 


t ’ e 
ccurement and 
b Isiness even 


materials it 


Refrigerator, Sewing Machine 
Market Data Included in Report 


Market researc! 


Other Speakers. \\ 
| Ed 


ers 
that present range designs are poor | purchased them within the past 
from the servicernan’s it of view ve vears 

Martin R. Gainsbrugh, chief econ Over eighty-five percent of the panel 
mist for the National Industrial " reported owning a sewing machine. 
ference Board, told the group that “the Only 22 percent of the units had been 


outlook for the remainder of 1951 is for purchased within the past five years 


AUGUST, 1951—ELECTRICAL MERCHANDISING 





Look to Mont 


for greater line stability 





It has always been Du Mont’s policy to build only 
the finest in television receivers. Earliest models are 
still giving good service. And though many new de- 
velopments have gradually been incorporated into 
the line, no radical changes have been needed to sup- 
port the story of Du Mont quality. No “fad” models 
are ever introduced to become outdated before they 
can be sold. The TV retailer who features the Du Mont 


line knows he is offering a product that will not de- 





teriorate in value or reputation. He knows that his 


investment in current inventory is sound. 





7 =_ 


Tue Mr. Vernon sy Du Mont, 
with 19-inch Life-size tube. 


Point up these Du Mont sales advantages 


True Focus Pictures. The focus of a television picture depends 
upon the spot size of the electron beam which scans the face of the 
picture tube. If this spot is too large or poorly focused a blurred or 
diffused picture is produced. Through better voltage control, extra 
tubes, more complete circuitry, and the use of more expensive 
components, the spot that “paints” the Du Mont picture is kept 
small and sharply focused. Picture details register accurately, do 
not overlay each other. When properly explained to customers, 
this and many other features make the Du Mont line easier to sell. 


TELEVISION’S MOST COVETED FRANCHISE oa 


fel will te fell in Ueriin 


Copyright, 1951, Allen B. Du Mont Laboratories, Inc., Television Receiver bales East Paterson, N. J., and the Du Mont Television Network, 515 Madison Ave., New York 22, N. ¥. 
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ICHAM Convenes in Cincinnati 


STYLED RIGHT © 


Each of the three striking new 
§ 2 Quicfréz models have plenty 
of “eye-appeal.’’ They're beau- 
ties smartly styled with con- 
trasting breaker strip and 
gasket, new chrome trim, 
smooth rounded corners—de- 
bossed front panel with rich 
looking emblem. For a freezer 
line that’s smart in looks be 
sure to look into QUICFREZ 


BUILT RIGHT 


You can depend on Quicfréz 
quality. Products made by this 
pioneer manutacturer are ex- 
pertly engineered. And Quicfréz 
has all the features your cus- 


NORGE REPRESENTATIVES Hugh Walters and K. B. Smith await the opening 
of the range sessions at the Cincinnati convention of the Institute for Cooking 


tomers are looking for; special and Heating Appliance Manufacturers. (See story on page 154 


fast freeze compartment, 
dividers and baskets, automatic 
interior light, counterbalanced 
lid, built-in lock. Quicfréz is 
compact 


PRICED RIGHT 


The Quicfréz line is priced to 
SELL: Check these prices 
Model Q8SG6B (8.6 cu. ft.) 
$324.95*. Model QI3B (14 
cu. ft.) $429 95*, Model 
Q163B (16.4 cu. ft.) $489.95* 
Get the full story on QUIK 
PREZ smart in looks, loaded 
with real sales features. AND 
nationally advertised. Write or 


phone now 


* All prices T.0.B. factory 


executive vice-president, 


LISTENING IN on the range sess are H. J. Berman 
e A. J. Lindemann & Hoverson Co 


und A. F. Jacques, treasurer, 





MODEL Q163B 
One of three popular sizes 


Capacity 16.3 cu. ft. (573 Ibs. of food 


RELAXING at the E. L. Wiegand Co. booth are C. J. Thomas, left, sales man- 
im m ager of Rutenber Electric Co., and M. J. Maier, right, of Malleable Iron Range 
SANITARY REFRIGERATOR CO., Fond du Lac, Wisconsin C 


In the center is Bruce Fleming of Wiegand 
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We'll tell it to you. Then you can take it from 
there. 


EASILY INSTALLED 


Your prospects probably don’t know that an 
Electric Water Heater can be installed any- 
where in the house—next to the sink, or even 
in a closet—because it has no flue or vent. 
That means minimum radiation loss, and a 
saving on installation, because of short hot 
water lines. TELL "EM! 


CLEAN 


They'll be glad to know that heating water 
electrically is clean, and that it’s completely 
automatic. Also that the tank is fully insulated. 
SO WHY NOT TELL ’EM? 


om, 2 


YOUR CUSTOMERS HAVEN’T HEARD 
THE REAL ELECTRIC WATER HEATER STORY 


LONG LIFE 


The man of the house will understand the 
value of a water heater that has a long life and 
operates at low cost when it’s Electric. TELL 
HIM! 


AMPLE SUPPLY 


The housewife will appreciate having plenty 
of hot water whenever she needs it—for the 
clothes washer, the dishwasher, and the chil- 
dren’s baths. An Electric Water Heater is the 
answer. TELL HER! 


There’s plenty in it for customers . . . so tell 
them the Electric Water Heater story! 


ELECTRIC WATER HEATER SECTION 


There’s plenty in it for you, too! 


Your supplier can tell you about the ample 
PROFIT on the sale of an Electric Water Heater, 
with a minimum of profit-eating service calls 
—and its value in building up your list of 
satisfied customers. 


Install the type of Electric Water Heater 
that best suits the job—tank-type or table- 
top. Be sure to sell a size that’s adequate! 


They 


SELL ELECTRIC WATER HEATERS “Lea 


National Electrical M f ers A 


BRADFORD ~- CRANE-LINE SELECTRIC - CROSLEY - 
HOTSTREAM - 


ALLCRAFT +- BAUER - 
GENERAL ELECTRIC - 
PEMCO «+ REX e 


HOTPOINT - 


RHEEM «+ SEPCO 


A. 0. SMITH « 





JOHN WOOD - KELVINATOR - 


THERMOGRAY - 


+ FAIRBANKS-MORSE - FOWLER - 
LAWSON - 
TOASTMASTER + 


155 East 44th Street, New York 17, N.Y. 
DEEPFREEZE 


FRIGIDAIRE 
MONARCH « NORGE 
WESIX « WESTINGHOUSE 


MERTLAND .- 
UNIVERSAL «+ 
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THE LOG JAM 
with 


i SALES DYNAM te > 





4 The Only ALL-WHITE OVEN 
PATENTED ADJUSTA-LAMP 
“ SUPER FOOD-WARMER a 
i SNAP-OUT RACK GUIDES 
 CHINA-SMOOTH OVEN INTERIOR 




















RQVSASNRGAAGD A 


° ° ° © 7 








™ The Only 36” ELECTRIC RANGE 
M HIGH-POWER SURFACE UNIT 
M BANQUET-SIZE OVEN 

M 5'2 Cu. Ft. STORAGE SPACE 

M DIVIDED-TOP DESIGN 




















21-inch TUCK-AWAY MODEL 
 BANQUET-SIZE OVEN 
 WAIST-HI BROILER 

3 Fast-Heat SURFACE UNITS 














; AND.. 
PERFECTION STOVE COMPANY - 7294-A Piatt Avenue, Cleveland 4, Ohio 


Automatic 
Electric 


Carload Discounts . BiLwiaaltnii: 
: é 52-Gal. STORAGE CAPACITY 
You can’t beat Electric, Gas, Oil CLEAN, NEAT STYLING 
Ranges & Heaters 2 BIG Fast-Heating UNITS 
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Gifts for Traveler 


GE IN 
HOTEL 


TOMMY BARTLETT, emcee of the 
NBC “Welcome Travelers’’ radio show 
presents a complete t of Rival 
O’Mat kitchen applianc to Mrs. Vic 


tor Guse, a Milwauke w visitor 


Twelve TV Makers 
Unvei! UHF Sets 


rd Co; 

tinghouse held sepa- 
eir UHF convert 
hich supplies 
showed 


ers can be 


converter 
f receiving 
sts. J. F 
radio division sales 
it the firm’s new 
l in the majority 
e receivers and offers 
packaged unit. The 
attached to any 
estinghouse set 


Installment Plan For TV Tubes 
Offered Dealers by Hytron 
Hytron Radio & Electronics Co. has 
develo »ped a ial 
dis stribute rs 


plan under which 
service-dealers may 
’ picture tubes on an 
alls Hytron officials 
p ointed out that some dealers 
missing out on pr 


were 
yhtable yep tube 
ree because of the amount of money 
involved. Under the new wre a na- 
tional finance company r will handle the 
vaper for sale The dealer gets his 
cash as soon as the sale is made 


First Quarter Sets New Record 
For White Products Corp. 


The first quarter of 1951 was the 
largest in the company’s history, A. D. 
Vining, vice-president of White Prod- 
ucts Corp. told district managers 
during their annual sales meeting this 
spring Conference on service, talks 
’y manufacturers supplying White and 
- scussion of advertis sing and market- 

ng plans highlighted the meeting. 
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ENTERED 


OY a Clock radio... timed by Ge 


On 


Clock Radios Given 


Big Push In 
Power-Packed Campaign 
Reaching More Than 86 Million Readers 


Striking 4-color, full-page ads scheduled for LIFE POST, {my 


It’s terrific! 


It’s colossal! 
It’s very, very good! 


Beginning with the August 20th issue, a 
dramatic campaign on clock radios, timed by 
Telechron timers, will be launched in LIFE 
Magazine . . . followed by insertions in THE 
SATURDAY EVENING POST, BETTER 
HOMES AND GARDENS. Swiftly paced 
and alive with kuman interest, the campaign 
features famous brands of clock radios, urges 
more than 86 million readers to look for the 
Telechron trade-mark before they buy. 


You get the benefit of increased public in- 
terest in clock radios, increased sales, in- 
creased profits. People will be asking about 
these marvelous automatic servants that wake 
them to music, lull them to sleep. 


ELECTRICAL MERCHANDISING—AUGUST, 


Plan now to tie in with this sales-promoting 
campaign. Feature clock radios timed by 
Telechron timers in your newspaper adver- 
tising. Build window displays around them, 
using copies of the advertisements as window 
cards. Give clock radios good display within 
the store. 


Remember — 


You back a famous name when you back 
Telechron timers. 4-color, full-page or 2-page 
spread advertising on either Telechron timers 
or Telechron electric clocks appears every 
single week in national magazines from now 
through the pre-Christmas selling peak...a tre- 
mendous impact on the national mass market. 


Steer the local part of this mass market your 
way! Telechron is a trade-mark of Telechron 


1951 


K RADIO TIMER 


FIRST OF A SERIES of 4-color advertisements 
on clock radios, timed by Telechron timers, to 
appear in nati 1 ‘ beginni - 
day, August 20th. 





Department, General Electric Company, Ash- 
land, Massachusetts. 


ieee 


TIMERS 


The Low-Cost Plus 
that Clinches 
the Sale 














NEVER BEFORE! 


SO FINE A POLISHER AT 
SUCH A POPULAR PRICE! 


TWIN 
BRUSH 


ELECTRIC 
|e 


POLISHER and 
\ SCRUBBER 


ol 


oT? | 
. j 


y\\ 
yyy ANS 


j | - = wd 
| LETTS "A FINE HEAVY-DUTY 
PRECISION-BUILT FLOOR 
MACHINE FOR COMPLETE 


FLOOR CARE 


for perfect waxing BIG NEWS for 1951 is the new Shetland Twin- 
scrubbing Brush bound to sell, sell and OUTSELL all other 
@ POWERFUL, PERFECTLY BALANCED polishers! Just the unit Mrs. America has been 


for quiet, steady, eosy operation 


Check these features and 


compare with units cost- 


ing much more! 


@ PERFECT WEIGHT AND SPEED 
polishing and 


wanting for beautiful new-looking floors in her 
@ BEAUTIFUL STREAMLINED DESIGN home. And af an amazingly low price she can 
by Michoel Hallward, foremost 


ndustrial designer 


afford! Compare Shetland's streamlined beauty 
and marvelous ease of operation with units costing 
no unpol 


@ Fuu 12 SWATHE much more. It sells itself by comparison! 


shed areo Plenty of national advertising wallop and plenty 


@ NO-MAR BUMPER GUARD 


of dealer helps to tell and sell! Get in early on 
furniture from damage 


protects 
@ EASY-TO CHANGE BRUSHES 


no tool necessary 


what promises to be one of America’s greatest 


selling successes of the yeor 


@ EASY TO STORE takes up @ 


minimum of space 


@ LAMB'S WOOL BUFFERS AVAIL- 
ABLE for buffing and high polishes 


@ STEEL WOOL PADS AVAILABLE 


for heavy-doty cleaning 


MOVER! 


Yretland 


ALL-PURPOSE 


Electric Floor POLISHER 


and Family WORK-AID — oucderns® 


\ Good Housekeeping 
wees 


Ay 


Slickest family work-saver you've ever seen. “< 
Polishes floors (wood, tile or linoleum); polishes 
furniture, polishes automobiles, drills and sands 

Power Unit Big 9 polishing 

Brush and 40° Long Handle $21.95 
, « 

Complete set of Shetland $2.95 


Attachments 
For these jobs: Polishing Furniture Polishing 
cars. Drilling. Sanding 


THE SHETLAND COMPANY, INC. 


69 BENNETT STREET, LYNN, MASSACHUSETTS 


SLICK TRICK: Proctor s IRONRITE ad manager Dick Sierk is 
Tester shows on AHEA convention flanked by firm's old and new home 
w c steom iron smoormns out servic directors, Cleo Foley, right 
and Florence Scott 


AHEA Speakers Asks Manufacturers 
For More Teaching Aid, Manuals 


Group names Elizabeth Sweeney Herbert, 
McCall's editor as president-elect for ‘52 


For pictures of the convention see page 162 


te attes 

ual meet ott > agents 
momics Assn I Lovelace, 

Public Auditorium in lat In¢ sorely in »f all sorts of educa 
Close to 200 manufacturers dis- tional mate 

played their products 1 

Hall of the Auditoriur 


mately 65—more than 


nal 1 s if they are t 
adequate jol 

home economists role in 
Zramming was the topi 
year’s number 


} > 
cal and related products 


represented electri nother panel discussion i 
Harvey, director of 

[he post-convention session ot on WGN-TV, Chicago, 
the Home Economics in Business I job opportunities 
division devoted a large portion ot 
its program t 
t] 


ne problems 


economics 


onomist in television. Corri 
» equipment, covering y, Stat KTLA, gave a list 
confronting home al lon'ts for planning a suc 
teachers and _ county essful home economics le 
Louise Leslie, Harvey wx 
icular. In a forum entitled “Lets Howe, spoke on building 
+t 


home demonstration agents in par and 
t a network 
Get Together On Equip: Dr homemaking program with multiple 
Elaine K 
tl 


he college teach 


vles Weaver outl sponsors 
hers problems 

teaching equipment, and made 

plea for more teaching aids from the 
manufacturers ‘Booklets and serv 
ice manuals provided by Westing- 
house, Hotpoint, association publica 
tions, the Mary Proctor Ironing 
Book and the Kelvinator Kitchen 


Reporter are greatly appreciated as 


iness division was 
ar term of oftfhice 
invaluable tools for teachers,” said 


Dr. Weaver But, they would also 


like to have service manuals, charts 


annual meeting 


showing inner workings, slides and 
n pictures and training in the 
tion and distribution prob 

s of the appliance industry 

r. Weaver a said models 


s large | 1 those used in 


‘annot supply 

actual moc f his lines 
omparisons between upright and 
n safety 
ppliances; more home 


t freezers; informatio! 
ich consumers how 
best use their appliances were 
ited by Dr. Weaver 
Miss Inez Lovelace, home man- 
agement specialist, University of ELIZABETH SWEENEY HERBERT, 
hz named to head AHEA for 1952 


Tennessee, explained that home 
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IT’S TIMELY...IT’S IN THE COMPANION 


= 


ALREADY PRE-SOLD 
FOR YOU! 


Get a running start by featur 
























































: 9 


ing COMPANION-advertised 
Gods. Pick out below the 
ElectricalRroducts that y 
carry—th@my cash in on the 
COMPANION'S No. | editor 
boost! 


Admiral Dual-Temp 
Refrigerator 
Arvin Electric 
Housewares 
Cadillac Vacuum 
Cleaners 
Casco 51 Steam & 
Dry Iron: 
Frigidaire | 
Frigidaire Electric 
Ranges 
General Eféctric 


Automatic 
Dishwasher 


General Electric 
Steam & Dry Iron 





General Electric 
Visualizer Iron 





General Electric 
Washers & Ironers 


General Mills 
Automatic Toaster 








General Mills Steam 
Ironing Attachment 


General Mills 
Tru-Heat Iron: 





Maytag Washers, 
lroners & Ranges 


A kerigerstor Welames Necker Cues Sa 


Philco Home Freezer 
The up-to-the-minute August COMPANION It's a news-making article — timed for more : Servel Refrigerator 
headlines that cool time-saver, the new refrig- sales — and bound to pull reader traffic that , Universal Refrig-a-Dor 
erator ... shows how every woman can put will mean greater store traffic for you. So use 





Universal Stroke-Sav-r 
her food worries on ice. Told in shopper- it in counter and window displays. And Iron 


stopper photographs and captions, it points up = remember, always spotlight merchandise Universal Washers & 
economy, spur-of-the-moment convenience. —_ advertised in the COMPANION (listed at right). lroners; 


en 
Food Crafter 


the timely women’s neues arr: 
9 7 ‘ \ Free Refrigerator 
UY, i 5 74 ~ — 
Woman Some a service magazine White Sewing Machines 


Youngstown Kitchens 
Dishwasher 
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HEAVY APPLIANCE DELIVERY 


made safer. easier with a Cleveland Plays Host to AHEA 





——-ecmmen. 


CEMCO Hydraul-Lift TAILGATE ASWAE > pose 


PLAYING HOST to American Home Economics Assn. guests at the Perfection 
booth in Cleveland’s Public Auditorium were Mary Ryan, left, home econo 
mist for the firm, and Alice Holton, publicity director. Almost 200 firms 


This hydraulic operated tailgate lifts most any truck from } ton on up— had exhibits at the convention. (See page 160 for story 


up to 2,000 pounds easily and safely new or old. 

requires less man-power. Customers Complete specifications and names 
are impressed with your modern’ of users near you are yours for the 
equipment. Gate mounts readily on asking. Write us now—Dep’t. E-6, 


CEMCO INDUSTRIES, INC., 
GALION, OHIO 


HOW and WHY © 


Flag Labelling Has Multiplied 


= = =€6 
: 

















— Another reason why | 


your products should 


carry this safety : 
identification 


FIVE PROCTER & GAMBLE representatives staff the company’s exhibit during 
the AHEA’s forty-second annual convention. Seated from left to right are 
J. S. Brod of the chemical division, H. H. Besuden of the public relations depart- 
ment, Lydia Cooley, director of home economics, and Louise Rucker of the 
home economics department. Standing is Paul N. Berner, director of the Tide 
home laundering bureau. 


Since 1948 — when manufacturers began identifying safe 
Cord Sets and Power Supply Cords with the U/L blue and 
green Flag Labels — use of this important safety identification 
has increased twenty-four fold! 

Now millions of cord sets and power supply cords on elec- 
trical equipment are clearly marked for the buyer's protection 
— ‘Inspected — Underwriters’ Laboratories, Inc." 

Everyone who sells or uses electrical cords bene- 
fits by this progressive idea. For cords are the life- 
lines of home electrical service—and the Flag Label 
offers assurance of quality and dependability. 

Appliance Manufacturers, Distributors and Deal- 
ers are invited to participate in the Safe Electrical 
Cord Program. Full particulars are available. Write 
to International Association of Electrical Inspectors, 

812 N. Michigan Ave., Chicago, Illinois or The 
Safe Electrical Cord Committee, 155 East 44th St., 
New York 17, N. Y. 


- ° : JEANNE ALBERS, ext left, and J Iz, i 
Equip Your Products With Safe Electrical Cord Sets Bearing The FLAG LABEL consultonts for » Dconaaten Ine Var Ga deat eee 
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NEW POSITIONS 





American Central Div., Avco Mfg. Corp. 


Cc. A. REINBOLT A. M. BRUNINGA 


has become 
licity and sales 


i a 
istant to the 
been made 


I Guertit 
idministrative as gen 
ral sales manager, has 
Chicago _ district 
Malcolm Mitchell, fort 
charge of sales promotion, 
made Dallas district sales 
William H. Neil, formerly 

anager at Dallas, has 
ynal sales m 


sales manager 
rerly in 
"ha been 
manager; 
district 
been made 
anager; and 


western regu 


Martin Gallagher has been made 


Los Angeles district sales manager 


Free Sewing Machine Co. 


DORCEY F. HINES J. J. MOFFATT 


Moffatt, 
manager tor 


Dorcey F. a 
district 
has been named general 


formerly Pacific Coast 
Westinghouse, 
sales manager 


Major Appliance Dept. 
Hines has been made manager of 
wr G-E’s major appliance 
He joined the company in of Free Sewing Machine Co. He 
that he had been a succeeds L. E. Le Vee, who will con- 
distributor for the company. Most _ tinue to be associated with the firm jn 
accounts an executive 
and mer- 


utility sales fe 
departments 

1939; prior to 
capacity 


recently he had been special 


manager for the appliance 
chandise department 
Electronics Dept. Robert E. Noth 
made district manager of the 
of G-} 
sion the 
Lamp Dept. Dean M. Warren has 
manager of the midwest 
of the G-E lamp depart 


A. O. Smith Corp. 


has been Charles E. Bulloch has been named 


St. Louis office ’s receiver divi assistant to the marketing director of 


division of A. O. 
with 


water heater 
Smith Corp. He 
Thor 


was formerly 
been made 

sales district 
ale istrict Shepherd, 


sentative for the 


Philadelphia repre- 
has been 
an expanded sales area to 
cover Greater Baltimore, Virginia and 
Delaware. J. S. McCollough will 
Maryland and and 
D. Furlong will cover Washington, 
Soth work 


Ron 
ment division, 
assigned 


Dulane, Inc. 


Charles I peen made 
sales manager of the western division 
of Dulane, Inc. He was previously a W. 
company sales representative in three D. C 
Pacific Northwest states. Shepherd 


Perry, Jr., has | 


cover Delaware 


men will under 
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The Great New “330-SERIES” 


® 


GAS HEATER 
Offers Value That Beats 
| Any and All Competition! 








A 
“Natural” 
for 
Appliance 
Dealers! 


Model 330-R = 


with Manual Pilot 


$hQ% 


RETAIL 
*Zone 1 i 


Priced Amazingly Low! 


Never before has so much honest-to-goodness quality and perform- 
ance been built into a vented gas heater at such a low price as 
the new “330-Series’” WARM MORNING! 30,000 BTU input... and 
retails for only $59.95 with manual pilot or $69.95 with Baso 
100% Safety Pilot. Also available with Unitrol at slightly higher 
price. Combines all the important features of the larger WARM 
MORNING models into a compact heat producer. Specially 
designed burners with unusually deep ports insure top performance 
with all L-P Gases. 


Here are a Few of the Many Big Selling Features 
e 


w. d Bee dlack A binet fin- 


ished all over in genuine life-time, 
two-tone Porcelain Enamel. 





Heavy cast iron, precision-drilled 
center-entry burner . . . specially 
engineered for high efficiency. 


Large radiant glass front. Wide choice of controls... fully 
Exclusive ‘Inclined Convector Tube” it tic, i-aut ti H 
in bustion insures top 
pi cae and big heat output. 


Burns all types of gases. 








Sturdily built of heavy gouge steel. 
Has built-in draft diverter. 


WARM MORNING has a Complete Line of GAS HEATERS 


AGA Approved — equipped to burn all types of 
Gases — Natural, Manufactured, Liquid Petro- 
leum, and LP gas-air mixtures. 


Unerxeelled 


e@ REPUTATION 

@ QUALITY 

e PERFORMANCE 
e APPEARANCE 


o VALUE 340 SERIES 


40,000 BTU Input 


Send for 


Catalogs 


Get the full facts! See your distributor or 
write for Free catalog on the complete Warm 
Morning line. 


360 SERIES 
60,000 BTU input 





LOCKE STOVE COMPANY 


| MODEL 322 Dept. K 114 W. 11th St. 


85,000 BTU Input 


Kansas City 6, Mo. 


(TG-518) 
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NEW 
POSITIONS 





Majestic Radio & TV Div., 
Wilcox-Gay Corp. 


Read em 
and REAP 


SAFETY SAVES! 

Cartoons and a light touch 
sell the idea that safe 
operation and good care 
of materials-hondling 
equipment pay off for com- 
pony and operator. Pocket 
size. Available in quantity 


HENRY T. ROBERTS 


Henry T. Roberts has been 
sident of Majestic 

BASIC FACTS iain 
f For @ clear understanding ; oe 
of modern handling prin- May ' I He will 
ciples ond practices, have rivat rand 

your entire stoff read this ] 
one. Pocket size. 


, 


M rest 
Wilco 


sales tor 





CONDENSED CATALOG 

| Acomplete, compact show- 
ing ond bosic specifice- 
tions of the Clork Leader- 
ship Line—fork-lift trucks, 
industrial towing troctors. 
powered hond trucks ond 
special hondiling ottach- 
ments 


MOVIE DIGEST 

Clark movies enable you to 
see cot your convenience 
modern machines in action. 
Synopses of films widely 
roted “the best in the 
moteriais-handiing field, 
ond how to borrow them. 


your handiing costs and in getting the 
utmost benefit from your equipment 
They are yours for the asking — any 
Of al! of them. Simply use the coupon 


MILTON C. PERLMUTTER 


Milton C 


sales 


Perlmutter has been 
made Electronic 
Creations Co., Inc., manufacturers 


of portable 


manager 


phonographs and tape- 


ELECTRIC anc GAS POWERED 


FORK he la ireatite, tne 


AND POWERED HAND TRUCKS Mrs. Fl 


manager of the home servic 


yssie Scott has been made 
é depart 
ment of Ironrite, Inc., succeeding 
Mrs. Cleo Foley, who has retired 
after 18 years with the firm. Mrs 
Scott has been \ i h ympany 12 








| CLARK EQUIPMENT COMPANY « Battle Creek 136, Mich 


years 

Please send the following 
SAFETY SAVES 
BASIC FACTS 


CONDENSED CATALOG 
MOVIE DIGEST 
Nome 


Coroaire Heater Corp. 


made west 


»OZan Nas Decn 


Address manager for the Coro 


City and Zone 


| 
| 
| 
| 
| 
Firm - - hn E. Bogan has | 
Dhan ated 
| 
| 
J 


en made 
manager 








THE Kitchen-Aire EXHAUST FAN 
Is DIFFERENT ...! 


Different, because it is FIRE-SAFE, grease laden air is NOT drawn over motor: 


Different, because intake grill may be mounted above cooking range even on 

inside wall; 

because ordinary 6” stove pipe will serve for making connection 

between intake grill and exhaust fan: 

Different. because it is QUIET, operating mechanism is mounted OUTSIDE 
the wall; 

Different. because it is weatherproof, back draft damper protects against 
heat loss, operating mechanism is housed in corrosion-free aluminum. 

Yes, the Kitchen-aire is different. It is electrically operated, can be installed 

anywhere in new or old houses, keeps kitchens cool and odorless, bathrooms 

and recreation rooms fresh and basements dry. Underwriters Approved. 

Advertised in Better Homes and Gardens. A fast seller: Inquire today: 


STEWART MANUFACTURING Conese 
3202 E. Washington Street 


Different. 





Y is, 





BUILD SALES FOR YOU 


“™ BEN-HUR 


farm & home FREEZERS 


OLD-FASHIONED CANNING 
CHORES TURN INTO 
FOOD-FREEZING FUN 


he 4 Ben-Hur “Let's Prove 
ap It” 

your customer show to 

Xx himself 
saved by home freezing foods quickly pays for a new Ben-Hur Freezer. 


selling tool lets 


Ben-Hur 13.1 cubic foot model. Holds up to 655 


ibs. Others: 8.5, 16, 20 cubic foot sizes. 


how money 


Today's easiest-selling home freezer, the BEN-HUR offers a wealth of new features 


— in beauty, convenience, and operating economy. Check, compare these features 


one by one and you'll find the Ben-Hur easily comes out on top. 


Ask your nearby BEN-HUR Distributor for the complete story of Ben-Hur Freezers 


— and the unique selling and merchandising aids that make selling easier. 


BEN-HUR MFG. CO., DEPT. EM 634 E. KEEFE AVE., MILWAUKEE 12, WIS. 


BEN-( ll]; feee=eorteee ccc 


HEALTHFUL LIVING THROUGH FROZEN 


AUGUST, 








FOODS 
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NEW POSITIONS 





Dearborn Stove Co. 


ie 


LEIGH VAN BRUNT 


of executive changes 
announced by Dearborn 
Leigh Van Brunt has 
1 vice-president and gen 
of the firm’s northern 
joined the firm in 1938 
ently had been general 
he northern division. 


formerly general sales 


C. N. HINDS 


Cc. D. HAVENS 


manager, has been made director of 
sales and a member of the firm's 
He has been 
with Dearborn since 1938 

C. D. Havens, formerly southern 


executive committee 


division contract manager, has been 


made sales manager for the firm's 
northern division. He was formerly 


with Westinghouse and Magnaflux 


0-37 


Dual Speed—Dual Track 


MAGNETIC TAPE RECORDERS 


* Instantaneous push button speed selection, 7.50 in./sec. or 3.75 
in./sec., with Automatic Tone-Equalization for each speed 

© Full frequency range — professional tone quality 

© Up to 2 hours recording and playback time 

* Proved Performance, thoroughly field tested and acclaimed everywhere 

* Amazingly light weight, yet rugged. Cast zinc & aluminum components 


AVAILABLE IN 6 MODELS 
D-37 (iliustroted) Complete portoble recorder with carrying cose 
D-37R Complete portable recorder with corrying case, with AM tuner 
DC-37 Complete portable recorder with metal cover and lock 
DC-37R Some as above but with self-contained AM tuner . 
LD-37 Complete recorder less carrying cose 
LD-37R Complete recorder, less corrying cose, with AM tuner 


LIST PRICES 
$243.00 


"264.40 
*Piws Federo! Excise Tox 
West of Roches odd 5% 
Write for your copy of Tope Recorder Catalog *TR- SI 


* Capstan driven — negligible wow 
and flutter. 

* Volume level indicator 

* Monitor speaker built-in. 

* Record pushbutton prevents acci- 
dental tape erasure. 

* inputs for microphone, for 
external radio or phonograph. 


Westinghouse Electric Corp. 
Walter T. Baker, Jr., 


named Pacific Coast 
Westinghouse electric appli 


Inland Steel Container Co. 


has beer 


district manager 
division He was _ formerly 
ihiance manager in the northwestern 
ict and has been succeeded in that 

H. R. Bryant. Chester W 


has been named northwestern 
liance sales promotion m 


1 Bryant 


Hotpoint, Inc. 


rly zone 

listrict 
manager of that district ly 
field changes, J. H. Kidd, zo 


ager in Denver, has 


assumed a 
lar position in Dallas, succeeding 
P. Owen who becomes zone mat 
in Philadelphia L. W. Hitchcock, 

formerly zone manager in Atlanta, has 


me zone manager in Cleveland 


Motorola, Inc. 


Servel, E. A. Holsten has been named spe 
ial merchandising manager for Moto 
rola, Inc He was formerly general 

manager ot Motorola- Detroit Co., 

ind prior to that was with B. F 

Johns Manville and Ajax 


Goodricl 


Rubber 


Crosley Div., 
Avco Mfg. Corp. 


Three divisional sales managers have 
been appointed by the Crosley division 
f Aveo Mig. Corp. They are M. R 
Rodger, T. H. Mason and E. W 
Gaughan who will head the central 
western and eastern divisions respe 
tively. Rodger was formerly assistant 


Mason was 


sales promotion manager, an 


general sales manager, 


1 , ] 
ghan was i Charge of special ; 


ELECTRICAL MERCHANDISING—AUGUST, 1951 


* Outputs...for earphone monitor. 
ing, external speaker or for existing 
avdio system 

* Finish... beautiful spruce green 
hammertone 


MARK SIMPSON MANUFACTURING CO., Inc 


32.28 49th Street, Long Isiand City 3..N_Y 





Slingabouts: 
unbeatable low-cost 
Appliance Protection” 





says George Gordon 








THE CORTLANDT CO. DEPT. STORE, INC. NEW YORK, N. Y. 


‘We've found Slingabout protection safest 
and cheapest over a period of several 
years,’ declares the assistant manager of 
this Manhattan appliance firm. 

Through years of using a Slingabout, the 
heavy jacket, layers of padding and soft 


lining spell sure protection from damage. 


be 
Cortla ndt Co 


were a 
. TRICA 


ei 
The sturdy sling guarantees faster, easier 
handling through narrow spaces, off and on 
trucks. Slingabouts slip on and fasten 
quickly, too. They fit major makes of ap- 
pliances of all types. 


Ask about Wrapabouts for TV sets. 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout prices for model #_ 


mobe —— Refrigerators 
Radio 
Check {Range 
Appliance )Washer 
Other 


State___ \ !Please specify) 


Name 


s E N D Address 
TOGAY i.e 








New Electric Ovenette bakes and roasts 


COMPACT, 
(COMPLETE WITH ACCESSORIES) 
USED ANYWHERE THERE IS AN 


COMPLETE WITH 
ACCESSORIES 


West Bend’s Electric 
ette is a self-contained baking and 
roasting It's an economical, 
extra for any 
home. Makes it easy to prepare a 
variety of baked foods on a 
ment’s notice. Ideal for small quan- 
tity baking (for families of 2 to 4) 
without the 


new Oven 


unit 


money-saving oven 


mo- 


using larger 


W C ST its ll Ve 


range 


like a regular oven 
on only //; the fuel 


LIGHT WEIGHT ELECTRIC UNIT 
CAN BE 
AC OUTLET 


man fA 
RETAIL 


oven. Saves on electricity because 
it requires only about 4 the cur- 
rent used by an ordinary range 
Easy - to-read temperature 
gauge is located in cover. Base is 
steel. Unit comes complete with 
cord and baking accessories. 
Write today for details and name 
of distributor. 


unit. 


s 7 Bs ENO wisconsin 


LEAGUE ACTIVITIES 








Washington Electric Institute 
Schedules Three Fall Campaigns 
Campaigns on 
bed <¢ 
ducted by the 
Washington during 


ranges, and 
con 
Institute of 
the fall months. 
rhe range campaign will get underway 
on September 15 and will be followed 
by the dryer promotion on November 
1 and the bed drive on 
November 15 

The and Colony 
Radio Co. took top prizes in the Insti- 
tute’s home laundry 


dryers 


electric will be 


overings 


Electric 


covering 
Goldenberg Co 


window contest. 
Over 50 dealers displayed one or more 
pieces of laundry equipment in their 
windows throughout the 


May 


month of 


Nance Urges Boston Retailers 
To Intensify Advertising 


Some unemployment due to s 


hrink 
ing civilian production and time lags 
in reaching 
tion may 
Nance, Hotpoint, Inc 
told members of Joston’s 
Institute in June 


such 


capacity defense 
late 


president of 


produc- 
James 


occur this year, 
Electric 
He pointed out that 
unemployment would place an 
added responsibility on merchandisers 
if the nation is to avoid a business lag 
and he 


urged retailers to intensify 


advertising and promotional activities 
Nebraska-lowa Council Sponsors 
Campaign on Night Cooling Fans 

Advertising in ail and 


newspapers, ¢ 


weekly 
o and 
television, car cards and 24-sheet post- 
ers were used as 
Nebraska-lIow: 


its mid-summer 


ymmer on radi 
media by 
‘lectrical Counci 

motion cam] 


on might cooling 


Chicago Electric Association 
Names Committee Chairmen 


Flectri 
und radi Rank Lashmet of 
Dist. Corp.; and 


I 


Robert 


Los Angeles League Publicizes 
TV Programming in Dealer Ads 
\ series 18 cartoc 


the Electric 


ms designed to 
s beer designed by 
f Los Angeles for 
the use of members selling television 
of 


League 


These are 
11 tence | 


advertising, 


ered in mat form and are 
as additional 
inclusion in 


not necessarily 
but for 
ll advertising 
local jobbers are providing 


mats free to their 


a featuring television 
- 1 

I WEIVE 
these 


dealers 


AUGUST, 


Housewares Club Speaker 


WELCOME to the New Jersey House- 
wares Club is extended to Ralph A 

left, by president Harry 
Langsam, vice-president of 
Masbach, Inc., was a speaker at club’s 
June meeting. Also on the program 
was W. H. Sahloff, manager of the 
receiver division of General Electric's 


Langsam, 
Hansen 


electronic’s department 


IEEDA Range Contest Pulls 
Large Number of Entries 


\; ] b | 


her1 Idaho 


rtl 
eived, 


they were 
knowled d with letters which < 
same time queried the entrant 
brand, age and place of purchase 

whether she had 
appliance and 


what 


her 
been tisned ith the 

ice, and other 
wned Replies have 


f the dealers 


San Diego Bureau Distributes 
TV Booklet Issued by Utility 


An attractive 12-page booklet en 
at Home” has been 
shail head of 


f the 


Cutcheor 


and is 
public 
Bureau 


yure 


Hibben Named President of IES; 
Manwaring Made Vice-President 


' 
Samue 


plied 


} 


G. Hibben, director of 
Westinghouse, 
een elected president of the [lumi 
nating Engineering Society. Other offi- 
cials who will take office with Hibben 
on October 1 \.H 
Philadelphia ectrical 
vice-president; R. F 

the Ohio Edison Co., treasurer; and 
( ( Keller of the Holophane Co., 


secretary 


ap- 


hting for has 


Manwaring of 
& Mfg. Co., 


Hartenstein of 


are 
EI] 


general 
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Kaemper & Barrett Provide 
Bride’s Book for Dealers 


\ “Bride’s Book of Electrical Gifts” 
been devised by Kaemper & Bar 
tt, San Francisco distributors, for 
e of their dealers. The plan fol 

the system used by silverware 
partment stores the dealer con- 
brides, who register 

1 give the name of 

friends. As gift pur 


I 

he lealer checks 

1k, thereby eliminat- 
1 

also has 


x the gifts 


Sues, Young & Brown Open 
New Marketing Division 


\ new marketing division under 
€ management Marshall 
] Sues 
Angeles her 
ersonnel announced at the 
include the appointment of 
Dymek to management of the 
television and radio depart 
Don Piper takes over mar 
he major appliance 
Dick Southworth assisting 
-cialist on Lewyt vacuum 
Harrison is manager of 
appliance department and 
eads the sales promotion 
g department 


Reynolds, Hoff Head San Diego, 
Oakland Branches of GESCO 


Bert yrolds, formerly merchar 
ily Corp. of 


advanced to 


Dayton, Cleveland Firms 
Move To Larger Quarters 


Ohio distributing firms 





Quiz Game For Dealers 
\ 
York 


metro] 
salesmen may ask Times’ 
salesmen any question about the 
of Westinghouse 
trom now through 
September “ach week questions 
are asked on a different product 
Each time the salesman stumps 
the Times’ man he receives a dollar. 
There’s no limit to the amount of 
money a dealer can win in the con 


test, which part of an expanded 











DISTRIBUTOR NEWS 





Admiral Corp., Herbert Horn, Inc., 
Stage New Type Dealer Meeting 


Admiral Corp. and Herbert H. 
Horn, Inc., its Southern California 
distributor, have adopted the slogan 
‘We have nothing to sell you but 
‘ers on how to improve your busi- 
ness” as the theme for a series of 
dealer meetings. The meetings are 
not devoted to selling one brand of 
merchandise or to urging the dealer 
» push one brand ahead of other lines 

stock. Instead, the aim has been 

) give practical assistance to the deal 
er in his over-all business operation 


Southwest Radio Names Guthrie 
As Appliance Sales Supervisor 


Roy R. Guthrie has been made sales 
ipervisor in charge of apoliances for 
hwest Radio & Equipment Co., 
homa City He was previously 
with Jenkins wholesale division for ten 
years and prior to that had been 
vestern division sales manager for 


Voss Bros. Mfg. Co 


J. F. Duff Named Sales Manager 
Of Elliott-Lewis, Philadelphia 


J. F. Duff, formerly district manager 
rs home laundry division of 
Frary & Clark, has been 
manager of the appliance 
4% the Elliott-Lewis Corp., 
hia. The appointmert is the 
in the firm’s program to 

its appliance division 


Holden Named to Promotion Post 
With G-E Appliances, Pittsburgh 
Wilson } 


s promotion advertising manager 


Holden has heen made 


e Pittsburgh branch of General 
Electric Appliances, Inc. He has been 
i sales counselor with the branch since 
1946 and prior to that was with Gen- 


eral Electric in Bridgeport, Conn 


New York Contest Winners 


Davis Forms Eastern Electronics 
To Distribute Wireway Products 


\ new firm, Eastern Electronics and 
Supply Co., has been formed in New- 
ark, N. J., to handle distribution of 
Wireway Corp. of America products 
Larry Davis, formerly with All State 
Distributors and Krich-Radisco, is 
president of Eastern. 


WESCO Opens Lubbock Branch 
With De Kraker as Manager 
Westinghouse Electric Supply Co. 
has established branch headquarters at 
Lubbock, Texas, serving an area for- 
merly handled by field men from the 
Amarillo and Forth Worth houses 
G. M. De Kraker has been made man 
ager of the new branch, which will 
har apparatus and supplies, radio 
1 television sets and electric house 


Vares 


Union Supply & Electric Co. 
To Open Aiken, S. C., Branch 
Union Supply & Electric Co., Char 
lotte, N. C., has opened a warehouse 
and branch sales office at Aiken, S. C., 
to serve the area around the Atomic 
Energy Commission’s Savannah River 
Project. T. A. Wilkinson, Jr., presi- 
nt of the firm, has taken charge of 
inch. David M. Alexander has 
promoted to general manager of 
mpany’s home office and ware 


Jones Named Cperating Manager 
For Graybar, New England 
P. Jones, formerly manager of 
(;:aybar house in Toledo, has been 
de operating manager of the firm’s 
England district. A. W. Hallett, 
erly sales manager of the com- 
s Cincinnati branch, succeeds 
s as manager of the company’s 


Head for Paris 


WINNERS in a consumer contest sponsored this spring by the New York branch 
of G-E Appliances, Inc., board a Pan American airliner on the first leg of 
their prize trip to Europe. At the extreme left are sales manager James E 
McCarthy, advertising and sales promotion manager John Wood, and branch 


monager Earle Poorman 
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Don’t Trade In... 
Trade Up 


\ unique advertising campaign 
has been undertaken by Teldisco, 
Inc., New Jersey distributor of 
Du Mont television sets 

The most unusual gimmick in the 
campaign is a “jack in the bank” 
given out to prospects. Made of 
red and yellow plastic, the bank 
reads “Don’t trade in your old 
television set .” When the 
customer drops a coin in the bank 
a jack pops up with the sign “Trade 
it UP to a Du Mont.” 

The “trade up” angle is the theme 
of Teldisco’s campaign. Dealers 
have been provided with a complete 
promotion package for the drive. 











R. J. Bond To Form New Company 
To Act as Sales Representatives 


Robert J. Bond, formerly manager 
of the major appliance division and the 
TV and radio departments at R. H. 
White’s, Boston, has formed a new 
company, Robert J. Bond and Associ- 
ates, to act as sales representatives in 
New England for appliance and related 
products. Before coming to White’s 
he was president of Walker & Pratt 
Co., a subsidiary of Kalamazoo Stove 
Co 


Dorie To Head Defense Project 
For Dallas Distributorship 


John J. Dorie, formerly metropolitag 
re? manager for Zenith sales fof 
Radio City Distributing Co., Dallag 
has been made superintendent of thé 
firm's new war contracts division. Thé 
company had already signed a contract 
with the Air Force for a packaging 
project 


Kass Named General Manager 
For Radio Electric Service 


Albert N. Kass, sales manager of 
Radio Electric Service Co., Philas 
delphia distributor, has been named 
general manager of the firm. Jameg 
Foti has been made manager of thé 
company’s 7th and Arch St. store ia 
Philadelphia and Austin Gutman hag 
been made coordinator for all branch 
outlets in Pennsylvania, New Jersey 
and Delaware 


Admiral Boston Distributing 
D:vision Opens Worcester Branch 


A service branch of the Boston 
distributing division of Admiral Corp. 
has been opened in Worcester, Mass 
The branch will provide complete dis- 
tributor service to the Admiral dealer 
organization in the Worcester area. 
\ parts department will be maintained. 


Cossmann Retires From Graybar 
After 50 Years of Service 


George J. Cossmann, central district 
manager for Graybar Electric Co., 
Inc., has retired after more than 50 
years with the firm. He joined the 
company in 1900 as an caffice boy. To 
horor him on his retirement, the Gray- 
bar board of directors broke a long 
standing precedent and held its quar- 
terly meeting in Chicago. Heretofore 
quarterly meetings have been held in 
New York. In the future, however, 
a number of such meetings will be 
held at various district headquarters. 
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Double the earnings 
of your trucks! 


; r if 
Flogr to co. 


antoony “LIFT GATES” 
CUT LOADING and UNLOADING 
TIME IN HALF! 
More trips per day... 


Anthony Lift Gates have proved to the 
shrewdest truck operators in over 58 totally 
different industries, from Pie Bakeries to 
Steel Mills handling everything from 
diapers to dynamite, that they drastically 
slashing them as 
Loading and unloading time 
is reduced to a fraction of the usual time. 
Practically doubles the number of daily 
deliveries. Greatest efficiency and savings 
are secured only by using the “type” of gate 
most practical for your specific loading aad 
handling requirements. Anthony Lift Gates 
are available in all 3 types to fit the many 
specialized needs~—and you have a choice 


cut operating costs. 
much as 50 


of “Hydro Power” Closing or “Spring 
Powered” Closing 
Write for “The Facts About Litt Gates” which 


explains the edventeges of each type— 
there is ne obligation. Dept. 503 


DISTRIBUTOR 
NEWS 











ro. 


> a 
re 
p< 


iF sto, 
Sain Mt, 


- POWER INSURANCE 


115-230 VOLT STAND-BY 


A. C. GENERATOR 


Every high line user a good prospect! Help him protect his 
home and farm against power line failures with this most 
advanced WINCHARGER POWER INSURANCE STAND- 
BY ELECTRIC GENERATOR. Its amazing efficiency, 
simple tractor operation, and low-cost will appeal to every 
rural electric user. Some good dealerships still available. 





Powerful introductory 
sales promotion  pro- 
gram includes attractive 
point-of-sale displays, 
posters, newspaper, fra- 
dio and magazine ad- 
vertising. Mail coupon 
below for immediate 
information, 
“ CL tele | 
WINCHARGER CORPORATION, Sioux City 6, Iowa 
Gentlemen: Please send me Free Booklet “WHEN YOUR POWER LINE 


FAILS—WHAT Also, complete dealer information and availability of 
territory described below 


Address 
City 
Aren Covered ° ; 
FORE R ERE R ERE RERR RRR RE SER RRE RETEST ER RAT G 


PAGE 168 


Honolulu Bound 


P. G. GOUGH, left, president of Gough 
Industries, Inc Los Angeles, and 
S. T. Bell, general manager of the 
firm’s Philco division, pose aboard the 
liner Lurline on which 138 dealers and 
their wives visited Hawaii recently as 
guests of Gough. Passage was awarded 
dealers for outstanding sales records 





“Extra” for Dealers 


salesman tot 


Westir 


Joe Baude rer, a 
St. Paul brancl 


Electric Supply 











Leighton Made District Manager 


For Krich-New Jersey, 


PIERRE GOETSCHEL, center, studies a 
Youngstown Kitchens sales training 
manual before he leaves for Brussels 
where he will serve as kitchen spe- 
cialist for Jimo, Philco-Youngstown 
Kitchens distributor in Belgium. ‘With 
Goetschel are Harry A. Armbright, 
sales training director, and J. W. 
Purvis, assistant sales manager in 
charge of dealer sales for Youngstown. 
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Television We stock 
ANACONDA U/L 


Radios appliance hookup 
Clocks gy 3 oh eT 
Refrigerators 

Portable Tools 


Electrical 
Appliances 


ize o6in 

nesses, 

cables for all ap- 
plications. 


WIRE & SUPPLY CO. 


2850 Irving Park Rd., Chicago 18, Ill. 


“National distributors and warehouse for all 
ANACONDA Densheath Television and Radio 
Wires and Cables” 





CRAWLS On Roller Bearings 
up and down steps. 


Everybody likes this 
APPLIANCE TRUCK! 


The ideal truck for every purpose! No 
lifting . . . no fatigue . . . carries a full 
lead safely up and down stairs and 
crawls over obstructions. Your men will 
appreciate the Escort truck. 


ideal For Handling: 

® Refrigerators 

* Water Heaters 

* Gas and Electric Ranges 
* Music Machines 

® Any appliance 

















Stevens Appliance Truck Co. 


Old Savannah\ Road, P. O. Box 897 
Augusta, Ga. 
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DISTRIBUTORS APPOINTED 








Automatic Washer Co. 


Five new distributors of Laundry 
Queen ash have been = an- 

ounced 
Schafer-Wright, Inc., Portland, Ore. 
Indiana Artophone Corp., Evansville, Ind. 
Bailey Industries Corp., Toronto, Ont. 
Franke, Levasseur & Co., Montreal, Que. 
Paris-Dunlap Hardware Co., Gainesville, 

Ga. 


Arvin Industries, Inc. 


West Michigan Risctric ‘Sapety 
Co., Benton Harbor, Mich., has been 
made a distributor of Arvi n radio 


ind televisior 


Horton Mfg. Co. 


Seve ew gee have een 
named v tl Horton "Mie Co 
Appliance Poesia Inc., Nashville, 

Tenn 
Arnold Equipment Co., Toledo, Ohio 
Lincoln Electronics, Inc., Boston, Mass. 
Peaslee-Gaulbert Corp., Dallas, Tex. 
Peaslee-Gaulbert Corp., Oklahoma City, 

Okla 
Price Distributing Co., Louisville, Ky 
Geo. J. Schultz Distributors, Inc., Norfolk, 

Va 


Necchi Sewing Machine 
Sales Corp. 


Walther Bros. Co., New Orleans, 
La., and Montgomery Ala., have 
been made distributors of Necchi 


ac nes. 


Webster-Chicago Corp. 


Ohio Appliances, Inc., Columbus, 
Ohio, has been made a distributor 
if Webster-Chicago products 


Zenith Radio Corp. 


Simon Distributing Corp., Wash- 
ington, D. C. has been made a dis 
tributor of Zenith radio and TV 


Servel, Inc 


ZCMI Wholesale Distributors, 
Salt Lake City, Utah, have been 


made distributors of Servel products 


Stromberg-Carlson Co. 

Nash-Kelvinator Sales Corp., New 
Orleans, La., has been made a dis- 
tributor of Stromberg-Carlson prod 
ucts 


Vactric, Inc. 


Three distributor 
floor polishers have been nted 
F.B F ee Co., Portland, * 

Radio Television & Appliance, Inc., Seat- 
tle, Wash 

Prudential Distributors, Inc., Spokane, 
Wash 


Locke Stove Co. 


Toledo Appliances, Inc., Toledo, Ohio 

Englewood Electrical Supply Co., South 
Bend, Ind 

Englewood Electrical Supply Co., Rock- 
ford, Ill 


International Harvester Co. 


[Two new distributors of Inter 
onal Harvester refrigerators have 
been appointed 
Tower-Binford Electric & Mfg. Co., Rich- 
mond, Va. 
RCA-Victor Distributing Co., Davenport, Ia. 


Motorola, Inc. 


Greber Bros., Washington, D. C 
has been named a distributor of 


Motorola radio and television 


Majestic Radio & TV 


W. B. Davis Electric Supply Co., 
Memphis, Tenn., has been made a 
distributor of Majestic sets 


John Meck Industries 


Nine distributors of Meck televi 
sion receivers have been announce d 
Carpenter Electric Co., Oklahoma City, 

Okla. 

Circle Equip t Co., Ind lis, Ind. 

Hedrick Electric Co., errs 

Printers Supply House, ara N. ¥. 

Refrigeration Sales Co., Cleveland, Ohio 

Television Sales & Distributing Co., Evans- 
ville, Ind. 

Minthorne Music Co., Los Angeles 

Ra-tone Electronics Co., Phoenix, Ariz. 

Spitzer Electrical Co., Albuquerque, N. M 





Landers, Frary & Clark 


Leo J. Meyberg Co., San Fran- 
cisco and Los Angeles, has been 
named distributor of Universal ap- 


pliances in California 


Odin Stove Mfg. Co. 
The Kane Co., Cleveland, has 


been made a distributor of Odin 
ranges 
Odin has also opened a factory 
branch warehouse in Chicago, util 
izing the facilities of the Rollan 
1 >. - : ° . 
Sales Corp., which will act as direct 


factory representative 


Nesco, Inc. 


Allied Electric Supply Co., Pitts- 
burgh, Pa., has been made a dis- 


tributor of Nesco roasters. 


Hoover Co. 


Appliannce Distributing Co., Co- 
lumbus, Ohio, has been appointed a 
distributor by the special products 


division of the Hoover Co. 


Airtemp Division, Chrysler Corp. 


. *e Distributing Co., Newark, 
N. J., has been named a distributor 
t ¢ hrysler Airtemp room air con 


ners and dehumidifier 


British Products 


International Manufacturers, New 

Orleans, La., have been 
andle distribution of two Britis! 
Che —S irons are man 


Zenith Machine Co. 


Florida Radio & Appliance, Mi- 
ami, has been named a distributor of 
Zenith washing machines 
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eWANTED!.- 


BY BUYERS EVERYWHERE! FOR CREATING 
TRAFFIC WHEN FEATURED IN THEIR 
STORES! 











YOUR CUSTOMERS ARE ON THE CONSTANT LOOK- 
OUT FOR THIS FULLY AUTOMATIC POPULAR PRICED 
TOASTER! Write for the name of the nearest Toastswell 
Distributor or send for complete detailed information re- 
garding this most sought after toaster! Made in St. Louis. 
Authorized Service Statons in all principal cities. 


THE TOASTSWELL COMPANY 


620 TOWER GROVE AVE. ST. LOUIS 10, MO. 








ow FREE for the +bskiug! 


A GUIDE TO 
QUICK HEATING 


Choose The 
Right HEETAIRE 
for Every Purpose! 
Look at this “Jable of Contents! 
The Principles of HEETAIRES Types and Sizes 


THERMOSTATIC CONTROLLED * Series 210 HEETAIRES .. . 
Operation Fan-Forced Black Heat 

Ye Series 230 HEETAIRES . ae ee ee 
Fan-Forced Radiant Heat * Series 200 WEETAIRES . . . 


Radiant Heat 
1250 to 3000 Watts 1000 to 2000 Watts 


* Series 250 HEETAIRES... - Series 240 HEETAIRES .. . 
Fan-Forced Black Heat Radiant Heat 


1500 to 3000 Watts 1000 to 1500 Watts 
How to Select the Right HEETAIRE for Every Purpose 


Here's the first and only com- sizes, heating principles, ther- 
plete GUIDE to the selection mostatic heat controls, recom 
of electrical wall-insert and mended wattages — plus an 
wall-attachable space heaters! exclusive chart based on the 
It gives all the information four factors that determine the 
about QUICK HEATING selection of the _ correct 
you've always wanted—types, HEETAIRES. 


It's yours for the asking — just drop us a card. 


MARKEL LA SALLE 


ELECTRIC PRODUCTS, INC PRODUCTS, INC 
145 SENECA STREET BUFFALO 3, N. Y. 
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more and more it’s... 


PHILHARMONIC © 


a CLOCK-RADIO worthy of the name 


DEALERS- 
DISTRIBUTORS 
are invited to 
inquire about 

available 

territories 


Suggested list 
starts at 


‘2733 


Philharmomie Radio and Television 


General Offices and Plant: New Brunswick, N. J. 








MARK-TIME 
9000-SERIES WALL 
TIME SWITCH 
Time ranges from 3 
minutes to 12 

hours 

Rated at 20 am- 
pere, 125 volt or 
10 ampere, 250 
volt, 1 HP opera- 
tion. AC only. 
Available for either 
ON type or OFF 
type operation. 


i time switch 
nvenience 


rk-time wall 
pres current saving 


Easily mounted in any standard 
rectangular wall box, this rugged, 
dependable Mark-Time time switch 
automatically controls the electrical 
circuit controlling attic fans, store 
window lights, hall and gorage 
lights, farm lighting systems and 
neon signs, etc... . 

Movements only are available for 
use in connection with home or fac- 
tory heating control 

Write for further details and prices. 


a2 M. H. RHODES, inc 
vo ‘ ‘ , INC 


HARTFORD, CONNECTICUT 


In Canada send inquiries to: 
Ontario Hughes Owens Co. 
Ottawa, Ontario 


NEW 
LITERATURE 





Abbeon Suppl, Co. 


Phe Abbeon Supply Co., 179 Jamaica 


Ave., Jamaica, N. Y., manufacturers of 


dehumidifiers, have published a pam 


| 
phlet called “A Few Facts about 
humidification for Industry” 


of the subjects covered are 


is meant by relative humidity and |} 


> 


s computed, (2) what are the sigt 


~ too much hun 
to remove moltsture 


and (4) some re mmended } 


General Electric Co. 


recommen 
hting recipes. T 


ivailable wether with instruc 


ms, from Nela Park, O 
\t Bridgeport, General Ele 


published a Trade-In Manual on 


} 


which gives the 


duced 

It consists of f 

and five il 

ill selling points 

ances for complete kitcl 

laundries. The package sel 
A new trade-in manual 

basic plans for 

trade-in business 

dealers by Hotp 

manual, entitled 

points out the h 

have in the applian 

lines a specific 

to follow in 

list of reference ) 

praising used appliar 


1¢ manual 


dealer 


\ 


this might work 


for drive-ins... 


BUT 


there’s an easier 
way to get BUSINESS 
in the NEW- 
CONSTRUCTION FIELD 


Dodge Reports give you prospects who 
are not only ready to buy but who are 
going to be sold soon by someone. Is 
that someone you? 


Dodge Reports tell you who is building 
what, where and when. Manufacturers, 
contractors and suppliers depend on this 
long-established business service for re- 
liable sales 
leads. Dodge 


DODGE 
REPORTS 


tell you 


Reports are 
the product 
of the daily 
investica- TTS. a 
tionsof more —a 

than 900 


trained news 


when fo sell 


gatherers, who get new building 
facts straight from owners, architects, 
engineers, contractors and many other 
sources 

Dodge Reports are carefully screened to 
meet your own needs. You select the 
specific trading areas, large or small, in 
which you are interested anywhere east 
of the Rockies. You also specify the jobs 
you want reported by type of construc- 
tion, minimum valuation and by stage 
of development. You will then receive 
compre he nsive information on every job 
thus selected and reported daily to you. 
Find out how Dodge Reports help you 
land new business. Mail coupon for details 
or call the F. W. Dodge office near you. 


Ce ee ee ae 


I would like to see some Dodge Reports on 
business within my area. I do business East 
of the Rockies. 


Name 


Firm 





Address 


DODGE REPORTS wi 








CONSTRUCTION NEWS DIVISION 
F. W. DODGE CORPORATION 
119 W. 40th St., New York 18,N.Y. 
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For Converting Any Electrical 


Appliance To Coin Operation . . . 


USE THE NEW 


Avoilable for straight Sc, 10¢ or 25¢ operation 

BY,” x 43/," x 3,” 

Electrical capacity up to '/, HP at 110 V, 60 
Cycle AC 

Pilot Light indicates machine in operation 

Holds $20 in nickels, $90 in dimes or $80 in 
quarters 

Drop type (No plunger to press) — won't start 
unless coin is inserted 


DEALER 
SALES HELP 





does 


MEASURE UP te 
“Parfection 


Enterprise, AND ONLY ENTERPRISE 


offers your customers 


o2 COMPLETELY AUTOMATIC OVENS 


O° 1230 OUBLE 


“he ~ 


} 





2 Big Ovens! 
2 Thermostats! 


> 
© 2 Clock-Controls! 


il 


Sp tse Electric 
Range 


of the year + 


Timer and Money Box in separate individually 
locked compartments. 
Timing available for 5, 10, 15, 20, 30, 40, 60 of 
120 minutes and can be changed simply and 
quickly merely by exchanging the cam 
® Only ONE moving part - nothing to wear out. 
® Solidly constructed 
SPECIAL PRICES/ 1-20 Meters, $18.50 Ea, 
TO THE TRADE \ 21 or more, $15.50 Ea. 
Complete line, including MULTIPLE COIN 


meters send us your requirements 


IMMEDIATE DELIVERY! 


“== TELECON ==" 


44th Street 
nn. 
Hitl 7-7800 


Never before has one range offered your customers 
so much for so little money — and with such an 
attractive margin of profit for you. Write now 
NOW AVAILABLE to dealers handl- 
ing Perfection ranges is this life-size 
cardboard selling aid. Printed in 
brilliant Day-Glo inks. Shows dealers 
how to increase range sales 


for specifications and prices on the new and won- 


derful ENTERPRISE Range Line. 


Phillips se Buttorff 


MANUFACTURING COMPANY 
NASHVILLE, TENN, ESTABLISHED 1658 





MODEL 
A-555 


AIR-FLO 


AUTOMATIC SHUTTER 
WEATHER-SEALED 




















PoRTaste ASILY 
oiet sees TAKLed 








CREW'S 
WORK with 








INSTALLATION AND OPERATION 
of the new Robbins & Myers 18” and 
22'’ window fans are demonstrated in 
this dealer display, for floor or win- 
dow. Has pocket for literature. For 
information, write Robbins & Myers 
SED Inc., Fan Div., 387 S. Front St., Mem 


lt Leads the Field mans 
In Features 








© heavy chonnel shaped uprights ® beveled ta:igote extension 


© rachet holds ot any position® tailgate closes flush to truck 


tailgate loader” 


....for %, %, 1 ton trucks 


Yes, the one-man VENCO loader means easier, more economical, more efficient 


M. A. Miller Mfg. Co. 


There is every reason why you should 
use AIR-FLO shutters on your job. New : 
heavy reinforcement strip adds strength \ leaflet 
and long life to the louvers, assures quiet Select 
operation and perfect counterbalance, pre- 1 " int 
vents rattling. Aluminum louvers open Phonograph” has been made available 
fully, permitting capacity fan operation. by the M \. Miller Mfg. Co., 
Deep shroud protects shutter from high 2. os e } 
winds. Tie-rod, brackets and bearings Chicago, Ill This is furnished in 
inside frame, not exposed to weather. padded form without charge through 
Special finish resists corrosion. Many +} 1 ht ; 

other features. Write for illustrated cata- the local jobber It is recommended 
log 42-A of the complete AIR-FLO line. that a pad be left 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Bivd. 
DETROIT 16, MICHIGAN 


a a - eo delivery. It has a 600 Ib. capacity, is simple to install and operate. VENCO can 
diagram Z ) ( 


the P roper Needle for your build business, can prevent injury to personnel or damage to merchandise, so 


don’t suffer any longer with old fashioned loading methods — order VENCO today! 


f 
ot 


puts the “pickup” in your pickup truck 


at half the cost of comparable loading equipment. 
in each listening 
booth of the store for the customer’s 
convenience and education. When the 
customer has obtained the necessary 
information to determine his correct 
eplacement needle the Miller leaflet 
is returned to his dealer and retained 
4S a permanent record 


@ For FREE literature and name of nearest truck equipment dealer write: 


The VEN corp. 


2832 NEWELL ST., Dept. E8 
LOS ANGELES 39, CALIF, 
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It’s time we got working mad! 





As we listen to the latest insults from 
Moscow, we're likely to get fighting 
mad. 


Instead, we’d better use our heads 
and get working mad. 


It is clear by now that Stalin and his 
gang respect just one thing—strength. 
Behind the Iron Curtain they’ve been 
building a huge fighting machine 
while we were reducing ours. Now 
we must rebuild our defenses—fast. 


As things stand today, there is just 
one way to. prevent World War III. 
That is to re-arm—to become strong— 
and to stay that way! 


This calls for better productivity all 
along the line. Not just in making 
guns, tanks and planes, but in turn- 
ing out civilian goods, too. 


Arms must come first. But we must 
produce arms at the same time we 
produce civilian goods. 


We can do this double job if we all 
work together to turn out more for 
every hour we work—if we use our 
ingenuity to step up productivity. 


All of us must now make sacrifices 
for the common good. But we're 
working for the biggest reward of all 
—peace with freedom! 








FOR A FREE COPY OF “THE MIRACLE OF AMERICA” 
MAIL THE COUPON to Public Policy Committee, The Advertising 
Council, Inc., Dept. B.P., 25 West 45th Street New York 19, N, Y. 


Name 


Address 


McGRAW-HILL PUBLISHING COMPANY 
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 Atead OF Wo 


ett 
LAM oy 


DELIVERS 
PPLIANCES 


SLIDES 
UPSTAIRS... 
5 


wt 
DOWNSTAIRS 


oA 


IN AND OUT 
OF TRUCKS 


_—, 
P S 
" 
‘iy 
WHEELS SWING FORWARD FOR LOADING . * 
BACKWARD TO BALANCE LOAD 


Deliveries are easy... Safe... and less costly 
with an Easload Appliance Truck. You 
save the cost of an extra man and the ap- 
is always safe because it is strapped 
id cinched tight with a ratchet-type 

Rubber pads protect the finish. 
e how the large wheels with 10 x 
ishion tires lock in the load bal- 


1 the j 
an Or the foad 


ing position until 
released by a foot pedal. See the two small 
rubber wheels used for loading 

Save the cost of an extra man; order 
your Easload today... only . . $53.50 
Ff Bt ANGELES 
»COLSON EQUIPMENT & SUPPLY CO. 
1317 Willow Street @ Los Angeles, California 


EASLOAD \PPLIANCE TRUCK 





2 MOVE'EM... 
OS 


Easily, Quickly, Safely 


with 


ROLL-OR-KARI 


DUAL TRUCKS 


Handling stoves, refrigerators, freez- 
ers and other heavy, awkward loads 
is a cinch with Roll-Or-Kari Dual 
Trucks. Adjustable to any size load, 
Roll-Or-Kari Trucks with the pat- 
ented Step-On-Lift and Web Lock 
and Tightener are easy to attach 
and easy to roll. Foot lever on each 
truck raises truck to rolling position. 
Folding handles. Capacity 1,000 Ibs. 
Shipping weight 40 Ibs. 


Roll-Or-Kari Dual Trucks are your 
insurance against time losses and 
breakage losses. Write today for full 
information. Dept. B. 


ROLL-OR-KARI CO. 


MANUFACTURERS 


ZUMBROTA ® MINN. 





ELECTRICAL 


DEALER 
SALES HELP 





BACKGROUND DISPLAY in two parts 
for Altorfer Brothers’ A-B-C-O-Matic 
washer. Large piece fastens to back 
of washer, smaller piece stands on 
floor. Does not interfere with demon- 
tration 


ANIMATED REFRIGERATOR display 
package, available to Coolerator deal- 
ers, includes a five phase flasher dis 
play mounted on refrigerator, series 
of ease! cards, die-cut piece for door 
handle and stand-up poster. 





COMPLETE SALES STORY on the 
Youngstown Kitchens Jet-Tower dish- 
washer is told in a small, fully illus- 
trated counter easel available to 
dealers 


Owens Corning Fiberglas Corp. 


\ set of demonstrating tools 
designed to help dealers tell the 
story of Fiberglas insulation in ap- 
pliances is available from Fiber 
1 | 
glas branch 


has issued a folder 


offices. The company 
showing how to 
et up Fiberglas demonstration 

utlining the sales tools available to 
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@ Top-quality, outstanding beauty, distinctive features, com- 
plete line, nationally advertised, competitively priced. Leads 
in value. See your distributor or write us for full information. 





America’s finest full line of farm and domestic Water Systems is a 
sure-fire profit maker for you. Whether it’s farm, suburban, resort 
or any type of installation, you have the right unit in the McDonald 
line. There is a McDonald Water System to suit all particular re- 
quirements—deep or shallow well—jet or reciprocating—electric or 
gasoline power. All McDonald Water Systems are engineered for 
years of trouble-free operation and backed by a company with over 
95 years of precision pump manufacturing experience. 

Write today for illustrated literature on the complete McDonald Line. 
A. Y. McDonald Mfg. Co. Dubuque, Iowa 


Series 2000 
Hydro -jet 
Tank mounted 





Shollow Well Reciprocating 


GOODS « PUMPS ® ¢ 








MERCHANDISING 


SUPPLEMENT 


CUT delivery time, SAVE 
unnecessary damage and work 


with the YEATS APPLIANCE DOLLY 


Second story deliveries are no problem when you 
use the dolly with the easy-does-it features.* 
Aluminum alloy frame, “58” tall, has smooth run- 
ners on back for easy off-on truck loading, curved 
cross members in front for round appliances and is 
padded with felt 
. 14° Web strap fastens and appliacces tight 
with the patented (30 second action) strap 
ratchet—a Yeats exclusive 
/ ea Caterpiiior STEP GLIDE. Endless belt eases the | 
largest applionces over stair edges without 
marring. Write for full informatin 


Yeats Appliance Dolly Sales Co. micwadxerS Wis 








Keen's Model FH 
stairway kadless He 
Mow ar ‘on 


| eafe 

Diate aids loading ap 

vilance onto deliver 
B: 2 


can 
as 


KEEN MFG. CO. 


sickly in dollie position. Endless belt tread will span any stair riser. Light in weight and strong. Made of 
«<tesium, curved and up-right members rubber padded. Weight 35 ibs. Write for catalog. 


505 Dogwood, Harlingen, Texas 








Modern Appliance Displays 
Need - MOTION! 


The Action 


Tete Roto ‘Sho 


THE OLDEST NAME in turntables assures 
ow profitable, trouble-free operation. Used 
y merchants nationwide for unusual action 
displays. Model 712 ROTO-SHO illustrated, 
revolves 3 times a minute, permits novel, seit- 
contained ae effects as well as operation 
of electrical devices. Table 18 diameter 
Ac -~, Sturdy steel construction. Guaran- 
teed tite today for complete turntable 
catalog including build-up fixtures! 


@ Carries up 
to 200 Ibs 


@ Lights turn 
with table 


COE, DIE AND STAMPING CO. 
ntegrity Since 1919 
Dept. 65, 267 Mott St., New York 12, N.Y 


Our 462-page 
FREE Catalog of FREE 
Washing Mach'ne & Vacuum Clecner Parts. 


Save money by ordering all your supplies 
from one dependable source. 


Quality, Service, Low Prices 


MIDWEST APPLIANCE PARTS CO. 


3045-51 W. Fullerton Ave Chicago 47, Ilinois 








Hanp Trucks for Safe & ye 4 


handling of gil 
RANGES, REFRIGERATORS, 1 } 
CONDITIONING UNITS, “<3 V7 
RADIO G TELEVISION 
SELF- LIFTING PIANO TRUCK CO. 


INDLAY. OHIO 








_MEND - IT - SLEEVE 


broken coils 


bt MEND iT Stet ee 


thy 
ent WER © 136 Bonita Av., Piedmont 11, ae 











LOVELL WRINGER ROLLS 
Factory Machined Rolls Save Time 
WASHER AND IRONER PARTS 
IRONER PADS AND COVER 
ALL SIZES FOR ALL MAKES 


OHIO WASHER COMPANY 
1223 Superior Ave. Cleveland 14, Ohio 








RESISTANCE COILS 
N STOCK 
SPECIAL on MADE TO ORDER 
SEND CARD FOR STOCK LIST AND PRICES 
Tey og 


Standard Electric Stove & 
631 W. Central Ave. ABS ; re 





SPECIALTY 


Vacuum Cleaner Kepairs 


y- 


WRITE FOR COMPLETE CATALOG 











This 
MERCHANDIZING SUPPLEMENT 
Section 
is an adjunct to other advertising im this issue 
with these additional announcements of prod- 
ucts and services of special aj taterert te the sake 
one servicing of electrical appliances and in 


ir 
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HAND TRUCKS 


For Delivering... 

e REFRIGERATORS 
e RANGES 

e WATER HEATERS 
MOELLENBROCK & WILKIE MFG. CO. 


WASHINGTON, MO. 
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DEALER SALES HELPS SEARCHLIGHT SECTION 


pied “OPPORTUNITIES” 


EMPLOYMENT 








WANTED 
SALES MANAGER 


Old-established kitchen cabinet manufacturer, selling nationally through distributors 
and dealers with good volume, seeks hard-hitting executive to direct sales of a 
fast growing company. Must have proven competitive record in merchandising 
and sales of this type product. Prefer man whose present connection, while pleas- 
ant, offers no further challenge. Send plete resume of experience and photo 
in first letter. Interviews will be arranged for qualified personnel. All replies will 
be held in strictest confidence. 





SW-1336, Electrical Merchandising 
520 N. Mic higan Ave., Chicago 11, Ill. 














AVAILABLE FOR REPLIBS ( Bor No.) 


CHICAGO 20 


"Michigar 
SAN FR xCrsce 6s Px 
IMMEDIATE DELIVERY 
35,000 General Electric 18-2 Black SELLING OPPORTUNITIES OFFERED 


Preen-X Twin Cord Sets; 90° Centi- COMPANY with well noceptes 22 


“a - grade Wire: 8 Ft. Length; '2” iow fan desires agents calli or 
SLIDE RULE” replacement needle guide for phonograph needles, developed 7 ment stores and appliance distribut 

: : Stripped Ends. 100 to Box. or part of northern Il ) 
by Jensen Industries, Inc., Chicago. Prescribes proper replacement for all este ‘enna. Write R. F 


makes of phonograph and cartridge. Outstanding feature: It is not necessary Specne ss 


worth Avenue, Ch veland 2, Ohio 

to know model number of phonograph, cartridge number, or any other infor- TETFOAM CORPORATION 
mation not readily available 1013 Ambassador Bldg. REPRESENTATIVES WANTED. Manufac 

* . * turer of complete steel kitchens wants ex- 
St. Louis, Missouri perienced, aggressive salesmen to cove 
Canadian markets; Winnipe ( 
area and Montreal Excelle mt ymmission 
SW-1335, Electrical Merchandising 














FOR SALE 
100—International Register coin meters WANTED 


latest type N-30 with removable coin 


box, complete $5 each. ANYTHING within reason that is wanted in 
1e field served by Electrical Merchandising 

JEFFERSON STORES can be quickly lecated through bringing it to 
1e attention of thousands of men whose in 


2140 N W 23rd St. Miami, Fla. terest is assured because this is the business 
paper they read 














How to test, repair, and service 
all home electrical appliances 











THEORY HERE is a complete and practical handbook for all who want 
CONSTRUCTIONS to cash in on the continually growing and profitable field of 
™ LE electrical appliance servicing. It contains all the necessary elec- 
OUBLE- trical and mechanical fundamentals, along with clear instrac 
SHOOTING tions and over 700 illustrations—sectional, exploded, operational, 
REMEDIES and servicing views of equipment—picturing details of electrical 
appliance construction, operation, and servicing. Explains the 
on everything from toast- WHY as well as the HOW of electrical devices . . . gives the 
. principles, methods, and advanced technical know-how you need 
\ a gS re ; . to solve everyday problems . . . includes suggestions on how to 
-~ ow : set up and operate a servicing business of your own. 


NEW ELECTRIC SIGN offered by Given Mfg. Co., manufacturers of the Waste 
King Pulverator line of garbage disposers. Framed with chrome metal trim 
and mirrored glass border, and complete with cord and chain 


ayy 


~ Electri ELECTRICAL APPLIANCE 
Appliance SERVICING 


203 : By William H. Crouse 
Ser’ icing Formerly Director of Field Education. Deleo-Remy Division, General Motors Corp 
854 pages, 727 illustrations, $7.50 

This on-the-job manual begins with basic principles that will help you better 
understand how electrical and mechanical machinery operates. Then, it proceed: 
through home wiring systems, te fi ting tor-dri 
appliances, and refrigeration and air conditioning appliances + + «+ covering 
construction, operation, and servicing of each. 


Shows how to service and repair SEE THIS BOOK 10 DAYS FREE 


ae : e Fe ewe ee SP SO SP SO SF TS 8 SSP 
electrical appliances such as: MeGraw-Hi ee ag at i 


© heaters © sewing mochiaes 1 330 W. 42nd St., New York 18 

. me Crouse’s ELECTRICAL APPLIANCE sey: 
* broilers and roasters © ranges i poly | or 10 cx 4 ene = qe, & 2 of 
wafflebakers © vacuum cleaners | reture book post postpaid. (We pe pee Se eaeety you remit | 
fans and blowers © clothes dryers l — 
washing machines ® garbage disposers j Name 
water pumps, lawn © water heaters | Address 
mowers, and floor © coffee makers 

. woxers ® clocks 

TUBE MOVEMENT AND INVENTORY GUIDE, for radio service dealers, * food mixers © dishwashers 
announced by RCA Tube Dept. Provides at-a-glance control of stocks and ® irons and ironers ® air conditioners pee to : ~  -ME-6-62 1 
enables dealer to maintain balanced inventories with minimum of bookkeeping © toasters ® etc., etc. eee SON ae 


Cee awe aaa aeawnaaawad 


ELECTRICAL MERCHANDISING—AUGUST, 1951 PAGE 175 








NARDA- 
W: 








*stion—because that 


1 NARDA met 


t.O00 


ma k Harold Frank 
Francis Monette, Larry 
Brahmstedt and others, 
for your benefit 
vou should give them 
o your own selfish interest to do so. 


med up the reasons for joining 


no control 
profits 
ns general 
] + 
pleasant an 
atm sphere of mutual 


friendship is 


perate, the more fi In my business 
afford to miss any bets longing to a trade 

may be one of those bets (9) To me my 

ness is everything. I should in turn be everything 


[ owe an obligation. (10) I am very selfish and 
‘long for what I can get out of it.” 
We think that makes sense. We think that it is time 


housands more dealers stopped taking a “free ride” and 


t} ] 


eir personal support to their own nationa 


Bur Qu. Ce 

















Now your customers can have 


WRINGER-WASHER SPEED ...with SAFETY! 


I | ERE’S real safety for housewives who want their stops instantly with a slight, instinctive pull of the fabric 
wash done with wringer-washer speed. (And most going through the rolls. You'll find Lovell Instinctive 


of’em do!) It’s the new Lovell 77 Instinctive wringer that wringers on top models of America’s leading washers. 


ADVANTAGES OF LOVELL 77 


JUST A PULL 
AND | STOP 
INSTINCTIVELY! 


JUST A PUSH 
AND | SWING! 


SAFE 


The Lovell 77 Instinctive gives . D al . , 1) oe A lady-like push or pull 
sure, split-second safety. A swings the Lovell 77 to the 
slight, instinctive pull stops i exact position you want. 
the rolls instantly. You get No release to fumble for. 
safety without even thinking! The 77’s a real time-saver. 


[am = 


-™ 


e- 
Nef | 
| 
\ 


a ee 
wre LOVEL- ——< ———- 


WASH DONE IN GETS CLOTHES GENTLE! DOES HEAVY 
JIG TIME! CLEANER! Lovell’s resilient rolls are kind to LIFTING! 


delicate fabrics, won't break buttons 


} 


No long rinsing and washing cycle Lovell’s exclusive Pressure-Cleans- 


Work-saving Lovell takes the 


or jam zippers 
} PP backstrain out of doing the wash. 


While one load rinses, another loud ing action means whiter, brighter 


is being washed. warhes. It does 90% of the heavy lifting. 


@ “GUARDED TOP” CONSTRUCTION 


AND LOOK HOW I'M BUILT TO gives housewives added protection. 
@ POWER ELECTRIC ROLLS with three 


WORK BETTER, LAST LONGER! cot cane rane eee Toll PRESSURE 
“ee {ov CLEANSING 
@ HARDWOOD BEARINGS never need . 


4  WRINGERS 


LOVELL MFG. CO., ERIE, PA. 


Also makers of gas and electric Drying Units 


- 


oiling, won't stain wash, 


@ SINGLE LEAF SPRING gives balanced 


pressure. 





@ ALL-STEEL H-TYPE FRAME prevents 


twisting or breaking. 





“This inside story gives me the inside track” 


7 FREEZER BUSINESS IS A GOOD BUSINESS...a sound busi- e Refrigerant tubing soldered to the liner for maximum heat 

ness... and a business with growing opportunities for retailers transfer. 
for years to come. ; or , 
, e@ A completely sealed cabinet that is air-pressure tested to insure 


“That's especially true of retailers like me who sell Kelvinator. a positive seal. 


For, as in no other freezer, lasting values are built into every “Plus Kelvinator’s time-proved Polarsphere cold-maker . . . a leading 
Kelvinator to assure utmost customer satisfaction. reason why this freezer can really be depended on! 
“That’s a pretty strong statement. But consider the special ‘ ; - ; 
nsoching ae eee — “Yes, in Kelvinator freezers ve got what it takes to put me 
features Kelvinator builds into its freezers: : : ; : : ; 
out front, to keep me out front in going after ... and getting... 


e An inner liner of galvanized, bonderized steel, with baked-on freezer sales. For I’ve got the inside track with the soundest inside 


aluminum finish, instead of raw cold-rolled painted steel. story in the business. A quality story that is exclusive with Kelvinator 


@ Built-in heater coils. “It’s this insistence upon quality that makes Kelvinator first 


e@ An extra blanket of insulation on the bottom and lower portion choice among my customers—and the Kelvinator franchise first 
of the sides. choice with me!” 


se o's 
TUNE IN—ENJOY IT! THE PAUL WHITEMAN 


TV TEEN CLUB ON ABC-TV NETWORK presented 


by Kelvinator and Nash Dealers. See your local THE MOST VALUABLE FRANCHISE IN THE APPLIANCE INDUSTRY 
poper for day, time and station. ELECTRIC REFRIGERATORS...RANGES...FREEZERS...WATER HEATERS...AIR DRIERS 


KELVINATOR + DIVISION OF NASH-KELVINATOR CORPORATION + DETROIT 32, MICHIGAN 





